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ADVERTISER'S WEEKLY 7. NEW MOVES ON BRITISH AD COUNCIL: | 
Retreat GRO. a + sepa ~~ MEDAL WINNER “7 


| Advertiser's 
Weekly =. 


THE JOURNAL OF BRITISH ADVERTISING AND MARKETING 


The indispensable medium 
for the indispensable 
market—women who buy 
for themselves, their 


homes or their families. 


Womans own 
2,454,597 


AUDITED NET SALE (JAN. JUNE 1956) 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD., TOWER HOUSE, SOUTHAMPTON STREET, LONDON, W.C.2 
TEMPLE BAR 4363 (40 LINES) 
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ADVERTISER'S WEEKLY 


To The Editor... 


U.S. eeatiets : 


for our ad 


novelties 


Sir,—In drawing the attention 
of British advertising-novelties 
manufacturers to the possibilities 
of the dollar market, you have 
rendered these readers a great 
service, 

The article in the Gifts and 
Novelties Survey (September 21) 
“There’s a dollar market, too” 
bears out my own experience. On 
many occasions during my visits 
to the United States I have been 
approached by large USA firms 
in this connection. 

There is a vast and most re- 
ceptive market in the USA for 
advertising gifts and novelties 
and it should be pointed out that, 
contrary to British and European 
standards, there is practically no 
limit to the value of advertising 
gifts given to clients and impor- 
tant customers in the USA. 

I myself have had experience 
with a British company who ob- 
tained a substantial order for 
tea trolleys valued at $100 each, 
which were ordered from a USA 
concern as advertising gifts. 

Another point in your article 
I would also underline. The 
many important USA distribu- 
tors of advertising gifts are 
always on the look-out for the 
new and unusual. 

This office is arranging for a 
special display of advertising 
gifts and novelties from British 
firms at the US World Trade 
Fair in New York next year. 
British firms who have suitable 
items will be invited to send them 
to New Ycrk, where they will be 
displayed on this special stand. 

A. P. WALEs, 
Director 
US World Trade Fair, 
British & Commonwealth offices, 
Dudley House, 
36-38, Southampton St., W.C.2. 


‘Revolution’ soon—when press, TV 
are accepted as complementary 


Sir,—In the last few weeks 
your columns have contained re- 
ports of speeches and commen- 
taries by several people on the 
effectiveness of commercial TV 
and its possible effect on the 
newspapers. 

As one who has had seven 
years of experience in using com- 
mercial TV may I be permitted 
to offer still further commentary? 
My experience was in the USA 
which is altogether a much 
tougher market than the UK will 
ever be—and where an unsuccess- 
ful commercial can be exceed- 
ingly costly. And I am convinced 
that we have much to learn here 
as to how to make our commer- 
cials more successful. 

In your recent report of the 
ISBA conference I was amazed 
to see that some advertisers who, 
presumably, had given TV a fair 
trial were unable to ascertain 
results from this medium. 

Possibly results in terms of 
overall sales increases might be 
rather difficult to determine, but 


THIS WEEK 
Agricultural Market Survey— 
page 37. 


NEXT WEEK 
Survey of the Kent Market. 


surely the advertiser has some 
facts to prove results or other- 
wise, even on a regional basis? 
Possibly it is just caginess, for 
fear of giving something away. 
For it would seem incredible that 
a firm having the necessary dis- 
tribution and already advertising 
in other media should accept a 
new medium without making 
some preliminary arrangements to 
test the effectiveness of the new 
media. 

Television is going to bring 
about a revolution in marketing 
and one which is decidedly over- 
due. As a medium it is likely to 
prove to be one of the most 
powerful, but like all other 
media it can only produce really 
effective results when it is 
properly used, i.e., when the 
message and the form of message 
are suited to it and the audience. 

It has not got to be just a good 
commercial, it has got to create 
the desire to buy. And it is more 
likely to succeed if the goods are 
readily visible in the shops, and 
especially if the desire is suitably 


stimulated by various means at 
the point of sale. 

This, | think, is not yet fully 
understood and Pat Henry 
(October 12) is right when he says 
that some of the commercials are 
very bad. Most of these troubles 
will disappear with more experi- 
ence. 

it took the Americans many 
years to realise that packaging 
played an even more important 
part in selling goods on TV than 
on the counter. Many packages 
were completely redesigned so 
that they could be more readily 
identified. 

The impact of TV is terrific if 
the advertising is properly carried 
out, but with the exception of a 
few products TV will seldom 
replace press advertising 

One is complementary to the 
other, although this is not fully 
realised in this country. 

As this factor becomes more 
widely recognised by the adver- 
tiser, he will discover the need for 
complementary media to get even 
better results. The advertisement 
revenue of the provincial and 
local press will rise or fall 
depending on the help they will 
be able to give the advertiser in 
his overall marketing policy. 

This will be but the start of the 
very healthy revolution in selling 
and marketing methods which is 
even now being brought about 
by commercial TV. 

In case some firms may think 
that the merchandising of TV 
advertising is an expensive pro- 
cess, may I conclude by saying 
that whilst the expense can be 
anything the advertiser cares to 
make it, im most cases it is 
extremely inexpensive. 

ADAM JOHNSTONE, 
Marketing Consultant 
Sackville Street, W.1. 


Knock, knock 


Sir,—J. S. Netter (October 12) 
says that he leaves knocking to 
the postman—after giving vent to 
200 heated words trying to knock 
The Grower. 

Alas, Mr. Netter doesn’t know, 
apparently, that postmen no 
longer knock. And he clearly 
has no idea of the pulling power 
of The Grower. 

S. C. CHANDLER, 
Managing director. 
The Grower, 
Doughty Street, W.C.1 


Octoser 19, 1956 


‘A meaningless 
comparison’ 


Sir,—J. S. Netter (October 12) 
makes nonsense of the suggestion 
that any form of direct mail 
could be achieved at 4d. per 
household. Your heading 
emphasises his contention, and 
almost everyone in the advertis- 
ing world will be grateful to you 
both for demolishing a fallacious 
premise. 

The value of solus appeal 
makes quite meaningiess any 
serious comparison between a 
periodical and direct mai on a 
pure cost basis. 

DENNIS YATES, 
Director. 
Evelyn Bowyer Ltd., 
Eccleston Square, S.W.1. 


Fashion colour 


promotion 


The Ribena-Red fashion 
colour promotion (October 5) 
was undoubtedly a_ large-scale 
operation, but it certainly was not 
the first time a consumer product 
has inspired the fashion dictators. 

In the spring of 1954 Vogue 
led the spearhead of a large-scale 
promotion for Wedgwood blue as 
a fashion colour, with Josiah 
Wedgwood & Sons supporting for 
pottery, Dorothy Gray for their 
Wedgwood perfume and Ronson 
for their Wedgwood lighters. The 
tie-up between Wedgwood and 
the favoured fashion colour of 
the season was exploited in many 
stores. 

I cannot recall our invoking the 
same degree of feminine beauty 
that Ribena have found neces- 
sary. But then we put that into 
our china, as any one who visits 
our factory can see for them- 
selves! 


Sir, 


ALAN EpDeN-GREEN, 
Director of PR. 
Josiah Wedgwood & Sons, 
London, W.1. 
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Ask for samples 
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LEWIS KNIGHT 
& COMPANY 


8 Chingford Mount Rd., 
London, E 4 


LARkswood 2241/2 
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The space-buyer’s 
* text-book” town! 


Nowhere in Britain is there a more ideal combination 
of advertising circumstances than in Oxford. 


1 The people are prosperous—!07,000* spend more than 
£17,000,000 each year. 


2 There are ample retail outlets—! ,033 to be exact. 


Nearly 90% coverage can be obtained by using one 
newspaper—the Oxford Mail. 


When you need to heavy up in the provinces, Oxford 
and the Oxford Mail give you a ‘‘ text-book” answer. 


The Mail is the only “evening” published in the county. 
It covers the thriving industrial areas and the rich 
surrounding farmlands effectively and economically. 


% The total population of the County Borough of Oxford is 106,900. 


Oxford Marl 


(ABC 42,458) 


ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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ership or readership? 


Advertising that’s got to do a solid con- 
tinuous selling job needs readers not 
flippers. Readers have time to take in and 
retain your sales message—and Every- 
body’s is the magazine for readers. Not 
for Everybody’s the once-through glance- 
glance-glance flippership. This is the 
weekly that is read at home, at leisure, 


regularly, with absorbed interest. 

AND THESE ARE GREAT NAMES 
THAT ENSURE READERSHIP 

Sir Winston Churchill Bertrand 
Russell... Sir William Rootes... Hardy 
Amies... Hammond Innes... all top men 
in their own fields— these were all contri- 
butors to Everybody's in 1956. 


For a readership that reads— Eve rybody’s the armchair weekly 


A. W. BURNETT. Advertisement Director 
Everybody's Publications Limited, 114 Fleet Street, 
London, E.C.4. Fleet Street 7521 
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NEW MOVES ON AD COUNCIL PLAN 


JESSE SCOTT 
DIES AT 
SIXTY-FIVE 


Jesse Scott, managing director 
of Legion Publishing Co. Ltd., 
founder and editor of “The 
Statistical Review of Press Adver- 
tising” and “The Statistical Re- 
view of Independent TV Adver- 
tising,” died at his home last 
Friday at the age of 65. 

An American citizen, he quali- 
fied as a Bachelor of Law in 1912. 
After service in the American 
Navy in World War I he came to 
this country 
in the early 
‘20s and for 
some years 
handled the 
distribution 
and sales of 
various 
American 
products. He 
was Com- 
mander ofthe 
American 
Legion in 
, England and 
in 1928 formed his publishing 
company to launch a Legion 
magazine in Europe, Over Here. 

The project fell through. In- 
stead, Mr. Scott began to under- 
take advertising research work 
for a number of London 
agencies. And it was as a direct 
result of this that he conceived 
the idea for Stat Review. 

The publication began in a 
small office in Shoe Lane—with 
a staff of four and a handful of 
subscribers. Today, 24 years 
later, the staff has grown to more 
than 70 (40 of whom are 
employed constantly on analys- 
ing the advertisements of nearly 
8,000 publications a month)—and 
the number of subscribers has 
risen to more than 4,000. 

In 1940, when a Home Office 
ruling about “aliens” debarred 
him from carrying on any longer 
with war-time civil defence work, 
he returned to his birthplace— 


@ Continued on page 4 
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Jesse Scott 


Official scheme | 
expected later 


this year 


] MPORTANT, behind-the- 
scenes moves are now 
taking place which are ex- 
pected to lead to the setting 
up in Britain of an organisa- 
tion equivalent to the Adver- 
tising Council of America. 


In the United States this body 
voluntarily undertakes public ser- 
vice advertising for the national 
benefit, with campaigns ranging 
from Farm Safety Week to fight- 
ing inflation, from the future of 
America to a crusade for freedom. 


Brian Brason 


New WPS names 
at the top 


po rel edhe mae jects in the organisation, designed to give 

ese hs macs Tangy won prais€ sreater scope for long-term 

yaad ap a lannin on major projects,” 
Influential figures in organised - By ee hg 


have been announced this week 
by Willing’s Press Service Ltd. 


Three associate directors have 
been appointed: creative man- 
ager, Brian  Brason; _ senior 
account executive, W. K. Brooks; 
and research manager, Philip 
Wetkin. This is the first time 


advertising are convinced that 
there is room for a similar organ- 
isation in Britain. This was em- 
phasised by Lt.-Col. Alan Wilkin- 
son, president of the Institute of 
Practitioners in Advertising, at 
the joint meeting of the IPA’s 
branches last week. 


He said: “Such a Council that WPS have appointed anyone 
would do much to raise the status ‘© the category of “associate 
and prestige of advertising.” director.” 

What led up to these latest Managing director H. F. 
moves to establish a British Ad- Overy said this week that the 


vertising Council? appointments 
_ Immediately after the Adver- “logical step” in a series designed 
tising Association Conference in to “re-align” the agency's re- 
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venture . 
| Club News -—— page 14; 
Graphic Arts— page 55; 
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Luxembourg programmes 


Associated Newspapers Ltd. 
declined to comment this week 
on a report that they are nego- 
tiating with Radio Luxembourg 
with a view to publishing Luxem- 
bourg programmes in TV Times. 
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A warning to advertising agen- 
cies that no changes to transmis- 
sion instructions for TV com- 
mercials can be accepted by 
programme contractors less 
than three‘days before the date 
of transmission—except sub- 
ject to a surcharge of 10 per 
cent—has been made by the 
Television Programme Con- 
tractors’ Association. 

The contractors, says the Asso- 
ciation, have recently been put 
to a “great deal of inconveni- 


Three-day limit on transmission 
changes for TV commercials 


ence and expense” by agencies 
sending in last-minute changes 
to their instructions for trans- 
missions. 

“This not only causes unneces- 
sary additional work and ex- 
pense by way of overtime pay- 
ments, efc., but can also lead 
sometimes to unfortunate mis- 
takes.” 

From now, commercials must 
also be delivered to the con- 
tractors 14 days before the date 
of transmission. 


®@ Continued from page 3 


DEATH OF 
JESSE SCOTT 


New York. There he did such 
notable work in organising the 
supply of ordnance equipment 


that he was awarded the Army 
and Navy “E” (for excellence). 
Meanwhile, in Britain, his 
company continued under great 
difficulties—steered by W. H. 
McLeod, secretary, who was 
associated with Mr. Scott since 
1932. Despite bombing and 
subsequent loss of all records, 
the firm stayed in business—to 
be joined again by Mr. Scott in 
1947 on his return from America 
A humanitarian in his outlook, 
“he had,” says Mr. McLeod, 
“yreat interest in people of all 
kinds and feeling for them.” 
[his is much in evidence in the 
final paragraph to his last edi- 


torial in the July issue of Stat 
Review :— 

“Life,” he wrote, “is a one-way 
trip—you won't be coming back 
this way again, so make the 
journey as pleasantly and con- 
siderately as you can. . . Be 
decent—-be generous “without 
being a sucker. Be wary of 
flattery, because it is a heady 


wine—and for goodness sake- 
don’t lose your sense of humour, 
or you will! nicely go nuts. 
Cheerio.” 

Mr. Scott, who was cremated 
at Golders Green on Monday, 
leaves a widow and son, John. 


At an informal farewell parity last Friday, 
leaving his post as chief copywriter with Auger & Turner Ltd. 


1o Johannesburg, was presented with 
the directors of the company. 
& Turner Lid., wishes Mr. 
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Of the passers-by who stop to look 
at this window display at Selfridges. 
London, which features the new 
“Super” Knitmaster Automatic 
Home Knitting Machine, over 40 
per cent, it is reported, are men. 
The window display was designed 
by Wilkes Bros. & Greenwood Lid. 


London showing of 


ISAS winners 

The Pearl & Dean group ol 
companies will show the prize- 
winning films from the ISAS 
Advertising Film Festival in 
Cannes, at the Warner Theatre, 
Leicester Square, on Thursday, 
November 1. The programme 
will begin at 10.30 a.m., and will 
last for one hour. 


R. Fraser-Macdonald, who is 
to return 
gifts from members of the staff and 


Here Cecil Turner (left), chairman of Auger 
Fraser-Macdonald good luck. 
who takes over as chief copywriter 


Neville Dasey, 
’ looks on, 


FRENCH AD 
PIONEER 
DIES 


The death has taken place in 


Paris of Charles Maillard, 
honorary president of the 
Fédération Francaise de la 
Publicité. During his career he 


held many posts in French adver- 
tising, and was respected by 
advertising men throughout the 
world. 

Mostyn Mowbray, ADVER- 
TISER'S WeeKLY’S French Corre- 
spondent, writes: 

With the death of Charles 
Maillard, the advertising profes- 
sion in France mourns the loss of 
an old and valued friend. 

Born in Trouville in 1871, M. 
Maillard began his career as a 


reporter on the newspaper, Le 
Journal, in 1893. Before the 
turn of the century he had 


switched to the advertising pro- 
fession, where his talent and 
organising ability soon led to his 
recognition as a leader in the 
field. 

In 1906, the Chambre Syndi- 
cale de la Publicité—the fore- 
runner of the present Fédération 
Francaise de la Pubticité—was 
formed, with M. Maillard as 
vice-president. Later, he was 
instrumental in the creation of 
the OJD, the French equivalent 
of the Audit Bureau of Circula- 
tions, and was president of that 
body in 1922. 


Long-term president 


The following year he was 
elected president of the CSP, and 
remained in that office until 1945, 
by which time the CSP had be- 
come the FFP. 

During this period, M. Mail- 
lard was also a Foreign Trade 


Counsellor and Président de 
Chambre au Tribunal de Com- 
merce. 

During the middle 30's, 


M. Maillard travelled all over the 
world as an ambassador of 
French advertising, and did an 
invaluable job in creating good- 


will and cementing international 
contacts between French and 
foreign admen and advertising 
associations. 


At the 50th Anniversary Con- 
gress of the Fédération Fran- 
gaise de la Publicité in Paris in 
June, warm tributes were paid to 
the tremendous contribution M. 
Maillard had made to the growth 


and development of French 
advertising. 
The funeral service, attended 


by representatives of every sec- 
tion of the advertising profession 
in France, was held on Monday, 
at the Chapelle Saint-André 
d’Antin, Paris, and he was buried 
in the cemetery of his native 
Trouville the following day. 
@ Shortly before he died, 
M. Maillard sent a message to 
ADVERTISER’S WEEKLY for in- 
clusion in the France Supple- 
ment—which is published with 


this issue. 
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BURGESS; 
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«~~ DAILY MAIL 


This full-page advertisement will be 


appearing in the “Evening News 

“Empire News” and Sunda) 
Graphic” as part of the campaign 
boosting the Guy Burgess story 
which starts in the “Daily Mail” on 
Monday. There is a full-scale use 


of national and provincial papers, 
backed up by TV spots and double 
crown bills. 


® Continued from page 3 


NEW MOVES ON 
AD COUNCIL 


May, a small group of advertising 
men got together to implement 
some of the suggestions that were 
then made. 

Later an ad hoc committee was 
formed, headed by Lord Luke. 
and supported by Col. Wilkinson. 
Clifford Harrison and others with 
the object of exploring the desira- 
bility of bringing into being an 
advertising organisation to 
operate on a voluntary and non 
political basis in the service of 
the country. 

That is the sequence of recent 
events, but active interest was 
first aroused among leaders of 
British advertising last April when 
James Webb Young, former 
president of the Advertising 
Council of America, was guest at 
a private luncheon given in his 


honour by the president and 
council of the Incorporated 
Society of British Advertisers, 
who had invited the presidents 


and chief officers of many of the 
other official bodies in advertising 
to meet Mr. Young. 

The account given by Mr. 
Young of how and why the 
Advertising Council of America 
was formed made a sharp impres 
sion. 

Details of the operation of a 
British Council of Advertising 
have not yet been worked out, 
but it is anticipated that its work 
would include the projection of 
the British way of life and aid 
for the export drive. 

It is not the intention to embark 
on planning a wide range of 
public service campaigns such as 
are run by the American organisa 
tion. 

An official announcement is ex- 
pected later this year, after the 
return of Lord Luke from the 
Olympic Games. 

(See Comment—page 16) 
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Government 


appeal for 
apple ads 


A strong appeal to Kent fruit 
growers to launch a full-scale ad- 
vertising programme to promote 
apple sales was made by the 
Joint Parliamentary Secretary to 
the Ministry of Agriculture, 
G. R. H. Nugent, at a fruit 
growers’ conference at Maidstone, 
Kent. on Monday. 

Such a campaign, he said. 
should do for apples what publi- 
city had already achieved for 
English cheeses. Three years ago 
few housewives asked for English 
cheeses, and imports had domin- 
ited the market. Now the English 
cheese had come back in strength. 

Apples as an optional food had 
tremendous competitors, all of 
them backed by powerful adver 
tising campaigns. They started 
with cereal foods at breakfast 
time and ended with sweets - 
£250 million a year was being 
spent on sweets in this country 
and cheeses at the end of the day. 

He felt sure that if they put 
their efforts into promoting sales 

for there was nothing in the 
world to equal English fruit—it 
would greatly expand the con- 
sumer market. 


New group in 
ISMA branch 


When the new Southampton 
group of the Royal Counties’ 
branch of the Incorporated Sales 
Managers’ Association held its 
first meeting at the Polygon Hotel, 
Southampton, some 40 sales man- 
agers were present. 

O. Stott was elected chairman. 
P King vice-chairman and J. D 
Blackmore honorary secretary. 
The branch president, F. H. 
Bunn. spoke on “What I expect 
of my salesmen.” , 

The Southampton group will 
hold a_ full programme of 
monthly meetings throughout the 
season. The next meeting will be 
on Thursday. November 1, at 
7 p.m. at the Polygon Hotel when 
W. R. Bowden, marketing direc- 
tor of Horlicks Ltd., will speak 
on “The Air-wick Story.” 


TWELVE DAYS TO GO 


ready for reproduction, 


Theme of the Christmas 
Number will be “The Credit 
Squeeze,” and prizes of 
£10 10s., £5 Ss., and £3 3s. are 
also offered for the most amus- 
ing drawings or copy designed 
to sell any one of the follow- 
ing products: a luxury car, a 
new girdle, an elaborate lawn 
mower, an uneconomical coal 
mine or a plutoni headed 
golf club. 


A guinea will be paid for 
each entry published other 
than the winners. 


The competitions will be 


CHRISTMAS PRIZES FOR 
HUMOROUS ADS 


Ever thought how funny it would look if the illustra- 
tion from one ad got mixed up with the copy from 
another? The result might be quite amusing. ° 


If you can do a little mixing and make it funny enough you 
may win a prize for Christmas. 


Prizes of £10 10s., £5 Ss. and £3 3s. are offered for first, 
second and third entries judged best. 


Entries should be pasted-up 


judged by the Editor, whose 
decisions will be final. 

ENTRIES SHOULD 
REACH THIS OFFICE NOT 
LATER THAN WEDNES- 
DAY, OCTOBER 31. 

REMEMBER, THERE 
ARE ONLY 12 DAYS TO 
Go. 

And you may submit as 
many as you like. They should 
be addressed to The Editor, 
“Advertiser's Weekly,” Mer- 
cury House, 109-119, Waterloo 
Road, London, S.E.1, and 
marked “Christmas Competi- 
tions.” 


USA FILM 


GROUP 
IN ISAS 


At a meeting of the executive 
council of International Screen 
Advertising Services held in 
Cannes at the end of the Interna- 
tional Advertising Film Festival, 
Theatre Audience Advertising 
Bureau was elected as the mem- 
ber for the USA. 

The Bureau will be represented 
on ISAS by Harold Kave of 
Alexander Film Company Inc.. 
of New York and Colorado 
Springs. 

Theatre Audience Advertising 
Bureau consists of a group of the 
following five American com- 
panies: Alexander Film Co.. 
MPA Service Inc., United Film 


Service Inc., Reid H. Ray Film 
Industries Inc., and A. V. Cauger 
Service Inc. 


The book of the Layton Awards for 1956, just published, is now being 


prominently displayed in the 


“Advertiser's Weekly 
Fleet Street, London. 


shop window at 180 


PAPERS 
SPICERS 


An advertisement for Spicers Ltd. 
which will be appearing in various 
national daily and Sunday papers. 


First national 
ads for Spicers 


To “link their name perman- 
ently with paper in the mind of 
the general public.” Spicers Ltd. 
have embarked on national adver- 
tising for the first time. 

For the initial period a series 
of prestige advertisements, giving 
prominence to paper in general 


and to Spicers’ name in particular, 


has been booked to appear in 
The Times, Observer, Evening 
Standard, Yorkshire Post and 
Scotsman, and in magazines like 
Punch and the Economist. 

This new campaign will not 
affect the volume of trade press 
advertising placed by Spicers. 
The compaign is being handled 
by T. Booth Waddicor and 
Partners Ltd. 


\DVERTISER’S WEEKLY 


Mackintosh 
Medal for 
Milne 


Andrew Milne is to receive the 
1956 Mackintosh Medal which is 
awarded annually in recognition of 
** personal and public services on 
behalf of advertising, irrespective 


of business success, technical 
achievement, or monetary dona- 
tion.”’ 


Mr. Milne, who is director and 
general manager of the Drapers’ 
Record and Men's Wear, has 
rendered outstanding service to the 
advertising 
industry over 
many years 
and in many 
capacities, 
often in a 
pioneer role. 

Among the 
positions he 
has held are: 
honorary 
secretary, 
Publicity 
Club of 
London, 
1913 - 1923 ; 
organising 
secretary, 
International Advertising Con- 
vention, London, 1923-24 ; chair- 
man and vice-president, Publicity 
Club of London ; founder chair- 
man, Solus Club of London; 
founder honorary secretary, Ad- 
vertising Association; founder 
chairman, Publicity Clubs’ Coun- 
cil; chairman, Fleet Street Col- 
umn Club; honorary secretary, 
Thirty Club of London; and 
honorary secretary, golf section, 
Advertising Association. 

The Mackintosh Medal was 
instituted in 1951 to mark the 
International Advertising Con- 
ference held in London. Lord 
Mackintosh himself was the first 
recipient. In 1942 it was awarded 
to Sir Miles Thomas, in 1953 to 
G. R. Pope, in 1954 to Hubert 
Oughton, and last year to Norman 
Moore. The presentation will be 
made at the annual dinner of the 
Advertising Association on Wed- 
nesday, November 21. 


New RCN accounts 


On = January 1, Rumble, 
Crowther & Nicholas Ltd. will 
take over the advertising for 
Ibcol, Sanilav, and Miraglo. Cam- 
paigns are in preparation for each 
of these products. The national 
press, women’s weekly and 
monthly periodicals and national 
weeklies will be used. 


Artists’ exhibition 

Sir William Holford will open 
an artists’ exhibition at the offices 
of the Institute of Practitioners in 
Advertising next Wednesday. Its 
purpose is to introduce potential 
new talent into advertising by 
enabling agency art directors to 
see the work of lesser known or 
unknown artists. 


Andrew Milne 
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‘Put the creative men at the top’ says 


Cecil Notley 


AD MEN GAZE INTO THE CRYSTAL BALL 


Gazing into the crystal ball at a Publicity Club of London 
meeting on Monday, four advertising men foresaw these 


developments: 


C. D. Notley: “Advertising will have to educate people to use 
their spare time in such a way that they won’t go mad because 


they have nothing to do.” 


A. R. M. Sedgwick: “Advertising will become much more of 


a science than in the past.” 


Pat Dolan: “Advertising has great opportunities for public 
relations on behalf of nation-wide public service projects.” 


Clive Barwell: 
duction as well as sales.” 


The title of the meeting was 
“Whither Advertising?” 

Mr. Notley (chairman 
governing director of 
Notley Advertising Ltd.), com- 
menting on the “lamentable 
ignorance” of politicians about 
the function and result of adver- 
tising, said: “And I must say 
that the petrol companies and the 
detergent boys have rather stuck 
their necks out in this respect by 
drawing attention to themselves 
by their mass expenditure.” 

He thought that if we had a 
Labour Government there might 
be restrictions on advertising, or 
it was possible that commodities 
very similar in character might 
be pooled and advertised as one 
standard product. 

Discussing major  develop- 
ments, Mr. Notley thought that 
the Western European Customs 
Union, if it came about, would 
give _ advertising “tremendous 
scope” by cpening up a “home” 
market comparable to that of the 
USA. 

Automation. he thought. would 


and 


ARMSTRONG SIDDELEY AIR COOLED DIESELS 


AemetRORE BERELED SOTORE ATS) RARREVDE COVERTE®  twEK ame 


A series of six advertisements are 
now appearing in engineering 
journals for Armstrong Siddeley Air 
Cooled Diesels. Each advertisement 
features some humorous incident in 
the early history of engineering, and 
includes a reproduction of a con- 
temporary engraving as well as a 
humorous figure drawing by John 
Ferguson. Agents are Alfred 
Pemberton Ltd. 


“Advertising can be used to promote pro- 


confront advertising with the task 
of disposing of a vastly increased 
supply of goods and educating 
people in the use of their greatly 
increased leisure. It would tell 
them how to form drama clubs, 
keep rabbits, play the harmonica; 
it would stimulate their interest 
in sport and travel. 

Confessing his faith that the 
future of advertising lay with the 
creative people, he looked for- 
ward to the day when every 
agency would have a creative man 
at its head and when the business 
men, who now largely controlled 
advertising, would be put in their 
“rightful place—necessary but 
minor people in a world that will 
depend on ideas.” 

Mr. Sedgwick (who is advertis- 
ing director of Gillette Indus- 
tries) thought that there would 
be changes in the pattern of sales, 
in the pattern of media, in the 
structure of agencies, the role of 
the consumer, and the nature of 
the advertising business. 


Planning benefits 


Assuming that Mr. Butler's 
forecast of a doubled standard of 
living by 1970 were correct, he 
foresaw a greatly increased pro- 
duction of consumer goods, 
which meant that both agencies 
and manufacturers would benefit 
by forward planning. 

It was obvious, he thought. 
that the changes introduced by 
commercial television would con- 
tinue during the next 10 years. 
The Gillette Co. in America was 
now spending some 70 per cent 
of its advertising expenditure on 
television, whereas 10 years ago 
it was nothing. Colour television 
could be expected during the next 
decade, and this would soak up 
available budgets to a_ great 
extent. 

Making the “wild assumption” 
that now and again clients “go! 
their way” in advertising matters. 
he thought that agencies would 
have to provide much more in the 
way of copy research, motivation 
research, etc. 

The consumer would tend to 
dictate to a great extent the 
nature and varieties of the goods 
the manufacturer marketed, as 
he already did in the States. 


Mr. Dolan (chairman and 


Cecil Notley speaks at the Publicity 
Club of London meeting. Seated 
(. to r.) are Pat Dolan, Trevor 
Harris (the club’s chairman), and, 
behind the microphone, A. M 
Sedgwick. 

managing director of Dolan 
Davis Whitcombe & Stewart Ltd.) 
began by maintaining that with- 
out a 15 per cent commission, no 
agency could do a worthwhile 
job for its client. 

Newspapers must put an end 
to their varying column widths, 
and perhaps magazines and news: 
papers could standardise the size 
of the publications they produced, 
he said. 

The whole business of research 
in this country was, he thought, 
coming out of the “mumbo- 
jumbo period.” 

“I would like,” he added, 
“to have a common service for 
copy research that would pre-test 
copy, layout, and impact. That 
would be a tool that the agency 
could certainly use.” 

Believing that advertising had 
done little to change the hostility 
towards itself, he advocated the 
open discussion by advertising 
people, agencies, and Fleet Street 
of the role of advertising. An 
Advertising Council, by perform- 
ing a series of public services, 
would help to lift advertising out 
of the “racket” and “scorned 
harlot” class, he said. 

Mr. Barwell (president of the 
Incorporated Advertising Man- 
agers’ Association and general 
publicity manager, Mullard Ltd.) 
thought that a way must be found 
to produce more goods and better 
goods more efficiently and 
economically. 

If advertising were to be used 
to speed the modernisation of 
industries there must be a more 
scientific approach to the whole 
field of industrial and technical 
advertising. 

The industrial and technical 
press would have to change its 
tune. Audited circulations would 
be the rule, and publishers would 
collaborate closely with adver- 
tisers and agencies by providing 
a continuous service of informa- 
tion. 


Glasgow office 


Poster Services, Ltd. have 
opened a Scottish office at 358 
Sauchiehall Street, Glasgow. 
Office manager is William Glad- 
den, assisted by William Hast- 
ings. 


Ads soon for new 


lemon juice 


A new product, for which 
great success in Germany and 
other parts of the Continent has 
been claimed, is now being 
marketed in this country. It is 
Sunkist single strength pure 
lemon juice, which retails at 
either 84d. or 9d. per 6-0z. can. 

Eric Miller, export manager of 
the products department of Sun- 
kist Growers Inc., who is on a 
world tour, was in this country 
last week, and stated that there 
are plans for advertising the 
product. 

A_ successful joint promotion 
for baking soda plus lemon juice 
—a traditional American cold 
cure—had been built up in the 
United States, said Mr. Miller. 
He thought that something of that 
nature could be done here. 


TRAVEL THE EASY Way 


FLY AER LINGUS 


This Aer Lingus poster printed 
photolitho in seven colours is the 
work of John Bainbridge of London. 
The poster was printed by the 
Ormond Printing Co., Dublin, and 
7.000 copies are being distributed to 
travel agents in TIreland, Great 
Britain and E urope. 


ISBA sppeiatments 


T. A. H. Sycamore, managing 
director of Oxo Ltd., has been 
co-opted on to the council of the 
Incorporated Society of British 
Advertisers. A. Q. Tollit, of Im- 
perial Chemical Industries, has 
been co-opted on to the executive. 

Three new members of ISBA’s 
public relations advisory com- 
mittee are: John Hall (English 
Electric), J. Lillie-Costello (Shell- 
Mex & BP), and Martin Stevens 
(Rank Organisation). 

Glanvill Benn (Benn Brothers 
Ltd.) will address the Lancashire 
branch of ISBA at Manchester 
on Thursday on “The press of 
trade and industry today and 
tomorrow.” 


es 6 es | : 
| 
ee — : * We, y ae 
: | ~~ | \ 
Ss |) ||) ie i | 
Sm rope 

ee | 
ees 

’ 

as a 

fF 
Sm | 
e 
SA “GOME OUT YOU CAD, SiR!” | 
ee a 


Ocroper 19, 1956 


NTP to promote first 
public exhibition 


FASHION, BEAUTY FESTIVAL NEXT MONTH 
A fashion and beauty exhibition, aimed directly at the 


public, will be staged next month—from November 17 to 24— 
at the Royal Albert Hall by National Trade Press. 


@ Continued from page 3 


TOP MOVES 
AT WPS 


sources. Aim is that more top- 
level time and energy can go into 
marketing study and campaign 
policy in “highly competitive 
consumer fields.” 

Brian Brason, a journalist be- 
fore the war, served with the 
RAMC and on the War Office 
public relations staff. In 1946 
he joined Colman, Prentis & 
Varley Ltd. as a senior copy- 
writer, and in 1948 he went to 
Lintas Ltd as a copy group head, 
later becoming deputy chief 
writer. 

He rejoined CPV in 1952 as a 
creative group head, and joined 
WPS in August this year. 

W. K. Brooks joined WPS 
media planning department be- 
tore the war. He later became 
chief space buyer. During the 
war he served as a Major in the 
Indian Army in the Middle East 
and in Italy. He was twice men- 
tioned in dispatches for his part 
in campaigns in Greece and 
Italy. 

Research expert 

Philip Watkin, a University of 
Wales honours’ graduate in 
economics, held a number of 
University research appointments 
before entering advertising. He 
began his advertising career with 
Masius and Fergusson Ltd., and 
was their research manager for 
some years. He joined WPS in 
1953 as research manager. 

Making the announcement on 
Monday, Mr. Overy said that the 
reason for the appointments was 
that the agency was continually 
growing. This meant that the top 
responsibility needed to be ex- 
panded, “to exploit fully the 
phase of development which we 
have now entered—that of the 
highly competitive consumer 
product.” 

He added: “Total study of the 
marketing context has reached a 
point where the advertising 
agency, making use of its picture 
of consumer behaviour, can par- 
ticipate more and more usefully 
in formulating the actual product- 
idea—not always perhaps at the 
manufacturing level but certainly 
at the level of distribution and 
merchandising opportunities.” 


More capital 


The authorised share capital of 
White & Carter Ltd. has been 
raised to £15,000. 


Main purpose of this new 
promotion, say NTP, is to pre- 
sent the latest picture of British 
fashions available in the shops. 
In twice-daily parades, 80 gar- 
ments from the current ranges of 
famous manufacturers and 
wholesale houses will be shown. 

Title of the event is the 
Festival of Fashion and Beauty. 

To appeal to the public is a 
new line for an NTP show. In 
the past promotions sponsored by 
their trade publications have 
been designed specifically for 
trade buyers. 

Visitors to the Albert Hall will 
receive a copy of a special 16- 
page illustrated programme pro- 
duced by the staff of Fashions 
and Fabrics. There will also be 
an information bureau supplying 
lists of all stockists of the gar- 
ments displayed in the manne- 
quin parade. 

“Although new in concept,” 
said V. G. Sherren, managing 
director of NTP, this week, “the 
November exhibition, like all our 
trade fairs, is designed to stimu- 
late business in the industries 
served by Drury House publica- 
tions. 

“Record business was done at 
our 1956 fabric fairs, so we 
achieved what we set out to do 
for one section of our readers— 
the textile manufacturers. And 
now we have a November objec- 
tive—-to increase the turnover at 
the retail end of the fashion 
trade.” 

Harry Traynor, NTP public 
relations officer, states that 
journalists at the show will be 
able to use the Grand Tier boxes 
at the Albert Hall to meet their 
readers, answer queries, and 
conduct interviews. 


Translation service 


To aid advertisers, Albert Mil- 
hado & Co., Ltd., advertisement 
representatives for many Western 
European and Far Eastern papers, 
have formed a translation service 
employing foreign translators and 
copywriters. The service offered 
ranges from simple slogans to 
complete sales brochures. 


Gas Council cuts 


The Gas Council spent just over 
£100,000 less on publicity dur- 
ing the year 1955-56 than in 
the previous year, its annual 
report reveals. 

The report comments: “The 
Council has appreciated that 
the past year has been a diffi- 
cult one, and it responded will- 
ingly to the suggestion of the 
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The Olympic ice-rink at Cortina, Italy, provides the background for this 
figure of a skater, reproduced in cane, in a specially-designed window 


display at Celanese House, Hanover Square. 
wishes to the British Olympic team. 


The display sends best 
Peter King devised the complete 


display, Roy White designed and made the figures, and the backgrounds 
were executed by Favilla Bennett. 


More money for 
Savings ads 


“Grave concern” was ex- 
pressed at the regional con- 
ference of the National 
Savings Movement at Skeg- 
ness at the action of the 
Treasury in cutting down 
National Savings advertising 
appropriations. 

Lord Mackintosh, chairman 
of the Movement, said that 
it was difficult to ignore a 
Government economy cam- 
paign, but since the Budget 
he had seen the Chancellor 
who had agreed to double the 
appropriation for the current 
financial year. 

A spokesman at the National 
Savings Movement head- 
quarters said this week that 
the exact sum required would 
not be decided until after 
Christmas. 


‘Growing popularity’ 
of Congress daily 


For the eighth year in succes- 
sion, the Royal Society for the 
Prevention of Accidents’ press 
department produced a_ daily 
Congress News, a paper printed 
specially for over 1,000 delegates 
at the four-day National Safety 
Congress last week. ; 

“The provision of this service 
has grown in popularity with the 
delegates each year,” says press 
officer E. Rees-Pryse, _who was 
in charge of the operation. 


in ads—£100,000 


Minister of Fuel and Power 
that expenditure on press ad- 
vertising should be at a lower 
level.” 

A small proportion of the saving 
was due to the dispute in the 
printing industry which held 
up publication in a number of 
journals in which the Council 
advertisements were due to 
appear. 


Edney to be new 
SDMAA chairman 


Allan H. Edney, group adver- 
tising manager of Parnall (Yate) 
Ltd., is due to-night (Friday) to 
be installed as chairman of the 
Society of Diploma Members of 
the Advertising Association, in 
succession to P. L. Stobo of 
S. H. Benson Ltd. 

Mr. Edney gained his Diploma 
in 1938, and became assistant 
advertising 
manager of 
Ascot Gas 
Water 
Heaters 
Ltd. in the 
same year. 
After war 
service with 
the Grena- 
dier Guards, 
East Surrey 
Regt., and 
Provost Ser- 
vice, finally 
being demo- 
bilised with 
the rank of 
Major, he rejoined Ascot as 
deputy northern manager and 
was appointed advertising mana- 
ger of the company in 1949. In 
1950 he was appointed group 
advertising manager of Parnall 
(Yate) Ltd., and their associated 
companies. 

Mr. Edney has served on the 
SDMAA committee since 1952 
and was elected honorary trea- 
surer in 1954. He is a mem 
of the Incorporated Advertising 
Managers’ Association, and the 
council of the Publicity Club of 
London, and is also the club's 
education officer. 


Allan Edney 


ABC Television Ltd. have 
been retused permission—by 
Manchester Corporation — to 
erect a single signpost pointing to 
the television studios at Didsbury, 
Manchester, 200 yards from the 
studio. They have been in- 
formed that a similar request bv 
Granada TV Network Ltd. was 
refused last April. 
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Margaret Nally 


New chief of 
PR department 


Public Campaigners. the public 
and press relations section of Auger 
& Turner Ltd. is to function in 
future as an entirely separate divi- 
sion. Margaret Nally, who has been 
with the company since January. 
has been appointed director of 
public and press relations, and will 
run the department. 

* * * 


John M. Atkins has been ap- 
pointed a director of Forbes Robert 
son (Advertising) Ltd. He will be 
responsible for the print buying o! 
the agency. 

* * * 

John S. Giles has been appointed 
an account executive with Rex Pub- 
licity Ltd. He was formerly public 
relations and publicity manager of 
the French Chamber of Commerce 
in Great Britain. 

x * * 

Michael A. Borkett, who joined 
Max Ritson and Partners Lid., as 
an account executive in June, 1955. 
has been appointed an_ executive 
director. 

* * 

P. J. Medcalf has been appointed 
advertising execulive rs) the 
Bowater-Scott Corporation. Pre- 
viously he was assistant to the 
general sales manager of the Cor- 
poration. 

* * 


Norman L. Webb, chief statistician 
to the British Rayon Research Asso- 
ciation since 1953, has joined the 
Statistical division of Television 
Audience Measurement Ltd. From 
1951 until 1953 he was engaged in 
statistical work in the psychological 
departments of the University of 
Cambridge 

*x *x * 

Michael Malim, formerly TV 
executive with C. Mitchell & Co.. 
Lid., has joined the Nielsen organi- 
sation, and is working in the 
London offices of the company’s 
Television Index Division. He will 
be responsible for co-ordination of 
external relations for Nielsen TV 
Index. 

* * 

David Boyd, formerly news editor 
of the Scunthorpe Evening Tele- 
graph, has joined the staff of Target, 
published by the Central Office of 
Information. 

* * * 

The following European Society 
for Opinion Surveys on Market 
Research officers have been elected 


for the year 1956-57: president: 
Leif Holbaek-Hanssen (Norway): 
vice-president: Graeme Cranch 


(Great Britain); committee mem- 
bers: Dr. C. Kapferer (Germany), 
Philippe de Vandeuvre (France), 
Dr. Henry Durant (Great Britain), 


and Adri Bakker (Holland). 


J. S. Giles 


M. A. Borkett 


Newly-appointed public relations 


executive for G. S. Royds Ltd.. is 
Nancy Ness, who will be working 
on women’s accounts. Miss Ness. a 
Scot and Arts graduate of Edin- 
burgh University, has been a public 
relations executive with F. J. Lyons 
Ltd. for three-and-a-half years. Be- 
fore that she worked as a free-lance 
and staff journalist on newspapers 
in Scotland, and as a sub-editor with 
Newnes-Pearson. 
* * * 


William Simpson, chicf public 
relations officer of BEA, has been 
elected a Fellow of the Institute of 
Public Relations. 


On tour (1) 


Christopher C. Goodall, a direc 
tor of Gordon & Gotch Litd., has 
left London on the first stage of a 
six-month business tour. He will 
be visiting associate Overseas houses 
of Gordon & Gotch Ltd. in the 
Commonwealth. The first stage of 
his journey is to Gordon & Gotch 
(Canada) Ltd., where he will be 
spending a month. After Icaving 
Canada, Mr. Goodall will travel to 
the USA to join Adrian Berrill, 
chairman of Central News Agency 
Lid., Johannesburg. and a direc- 
tor of Gordon & Gotch Ltd. To- 
gether they will travel to Australia 


On tour (2) 


R. M. Baddeley, advertising and 
marketing manager of Vitamins 
Lid.. and a director of Vitamealo 
Sales Ltd., left by air this week for 
a business tour of the United States 
and the West Indies. Mr. Baddeley. 
who expects to be away for about 
five weeks, is chairman of the 
Society of Typographical Designers. 


On tour (3) 


John Hurd, director of John Hurd 
Associates Ltd., public relations con- 
sultants, is on a three weeks’ tour 
of Italy and France. Main object 
of the 2,000-mile trip is to carry out 
PR work on the Continent for 
British clients and promote the 
company’s Continental clients and 
connections. Hurds are making a 
“special effort” to improve PR 
liaison between Britain, France and 
Italy. 

* * * 


Francis Butters, deputy PR man- 
ager at F. C. Pritchard, Wood & 
Partners Ltd., has been elected to 
the Berkshire County Council. 


J. Garrett P. 


TV Commercials 


name spot producer 


Jim Garrett has been appointed 
producer of television commercials 
at TV Advertising Lid. His first job 
was as personal assistant to the 
documentary producer, Basil Wright. 
He then became assistant editor 
with Realist Film Unit and. subse- 
quently, joined the London office of 
the National Film Board of Canada 
From there he took an appointment 
with the film section of the British 
Transport Commission when it was 
formed in 1949, and worked with 
the unit for six years, first as assis- 
tant director, and later as a unit 
production manager Before the 
start of commercial TV he joined 
Pearl & Dean, becoming a produc- 
tion supervisor, and later senior pro- 
duction supervisor in charge of all 


the live-action TV and = cinema 
advertising films 

* * * 
Dr Barnardo's Homes have 


established their own public rela- 
tions department. Haywood _ 5S. 
Jones, a member of the staff for 
over 20 years. has been appointed 
public relations officer. with Miss 
Jean Finzi as his assistant In 
addition to public relations Mr. 
Jones will be responsible for all 
advertising and printing, in which 


he will be assisted by Norman 
Locke. 

* * * 
David Potter has joined Hair- 


dressers’ Journal as an advertise- 
ment representative. For the past 
two years he has been advertisement 
manager of Hair and Beauty. He 
was previously with the S. T. Gar- 
land Agency Lid 

. * * 

In addition to their headquarters 
at Chelmsford and branch at Guild 
ford, Joughin Advertising Ltd. have 
opened a London office at 125 High 
Holborn, W.C.1. E. Gale has been 
appointed director in charge 

* * 
A. P. Wadsworth, editor of the 


Manchester Guardian, is retiring, 
owing to ill-health. He will remain 
a director of the Manchester 


Guardian and Evening News Lid. 
His successor is H. A. Hetherington, 
formerly assistant editor. 

* * * 


Ken Curtis, managing director of 
Stewart Skingle Ltd., has been pre 
sented by his wife with a second 
child—a daughter 


D. Potter Rae Tamblyn 


Research Fellow 
appointed 


On January | Walter Taplin will 
take up an appointment with the 
London School of Economics and 
Political Science as Research Fellow 
in Advertising and Promotional 
Activity. The Fellowship was an- 
nounced in May following grants by 
the Amalgamated Press Lid.. S. H 
Benson Ltd., Kemsley Newspapers 
Lid., George Newnes Lid., Iliffe & 
Sons Ltd., Odhams Press Ltd., Shell- 
Mex & BP Litd.. and The Times 
Publishing Co. Ltd. Since 1955 he 
has been senior economist with the 
Iron and Steel Board. He has had 
journalistic experience with The 
Spectator and The Economist. 

* * * 

John Kenneth Jacobs and John 
Barclay Jacobs have been appointed 
joint managing directors of Time: 
Furnishing. They were appointed 
directors in 1947. Mr. J. K. Jacobs 
has had particular responsibility for 
the advertising and publicity side 
of the company’s affairs. and Mr 
J. B. Jacobs has been in control of 
merchandise 

* oe * 

Former Daily Express leader 
writer Tony Cutbill has been ap- 
pointed editorial director of Aims 
of Industry Ltd. He was with the 
Express for three years. and left two 
months ago to become press adviser 
to the Iraqi Embassy. He is to con 
tinue in that capacity from Aims of 
Industry. He previously worked for 
Aims of Industry as a feature writer 
from 1950-52. 

* * * 

Rae Tamblyn has been appointed 
space buyer at Cavendish Publicity 
Service Ltd. after six months as 
assistant space buyer. Before that 
she was with Benn Bros Ltd. Bar- 
bara Pearce will continue as the 
director in charge of all media. 

* * * 

H. L. Hunter and Nigel Bruce 
are the directors of a new company. 
Hunter Bruce Lid.. which will con- 
cern itself with the design and pro- 
duction of printed publicity material 
Mr. Hunter will also direct the 
Winterbottom Advisory Service. set 
up by the Winterbottom Book 
Cloth Co., Ltd., to provide informa- 
tion on binding materials used in 
the production of books of quality 


Obituary 

~ 

S. Longley 

Sidney Longley, of Raby Road. 

Doncaster, who was formerly adver- 
tisement manager of the Yorkshire 
Evening Post (South Yorkshire Edi- 
tion) and the Doncaster Chronicle, 
has died in Doncaster Royal Infir- 
mary. He was 72. He was a native 
of Leeds and went to Doncaster to 
take up the post of advertisement 
manager in 1930, 
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Newappointments 
to Goodman 
sales staff 


An expansion in the sales 
division of Leon Goodman Dis- 
plays Ltd. has been announced 
this week. The division was re- 
organised some time ago when 
L. D. Avery, formerly sales 
manager of the Prestige Group, 
joined the organisation as sales 
controller. 

Since then a number of develop- 
. ments have made a strengthening 
of the sales executive side neces- 
sary, says a statement by Leon 
Goodman. 

He adds: * We have decided 
that the time has come for more 
specialisation by staff. With the 
growing im- 
portance of 
display as a 
sales and ad- 
vertising 
medium it is 
no longer de- 
sirable that 
an executive 
should mere- 
ly be gener- 
ally know- 
ledgeable. 
Like so many 
other aspects 
of advertis- 
ing, display 
is rapidly be- 
coming a highly specialised art.” 

Four new account executives 
have been appointed: N. Linton- 
Pryor, who for the past six years 
has been senior instructor of dis- 
play and exhibition design and 
organisation at the London 
County Council College for the 
Distributive Trades; Michael A. 
Hooker, who for the past three 
years has been managing director 
of Unicorn Head Visual Aids 
Lid.; K. P. Stanley, until recently 
an account executive with Charles 
Stanley & Partners Ltd. of Shef- 
field and previously sales super- 
visor with British Olivetti Ltd.. 
and Richard Swift, who has been 
with the Sumlock Division of 
Bell Punch Co. 

In addition, Edward G. Mar- 
shall has been promoted senior 
account executive. In 1949, Mr. 
Marshall left Hultons, where he 
had been assistant to Vernon 
Holding, te become circulation 
manager of Hutchinson Periodi- 
cal Co. He later became general 
sales manager of the Hutchinson 
group. 

In 1952 he became marketing 
and account executive at W. H. 
Gollings & Associates Ltd., and 
was appointed account executive 
with Leon Goodman earlier this 
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A general view of the exhibition room at Hamilton House showin 
arrangement of fabrics and static displays at a show to promote 


the 
aslan 


textured yarn fabrics. 


‘Herald’ survey compares peak and 


off-peak buying 


Comparisons between peak 
period and off-peak period pur- 
chases of canned peas and other 
canned végetables are drawn in 
the latest Daily Herald market 
survey report, the fourth in the 
fourth series. 


The field-work was carried out 
in March and April of this year, 
and the figures and those for an 
earlier survey (undertaken in Sep- 
tember and October, 1954) are 
tabulated together throughout the 
report. 

They show that in the week 
before interview the proportion 
of housewives buying canned 
peas in the period when few 
fresh vegetables were available 
was 61 per cent, compared with 
38 per cent in the autumn period 
of the earlier survey. 

Twice as many housewives buy 
processed peas as _ purchase 
garden peas, and in the former 
market Batchelors are the pre- 
dominant brand. More than two- 
thirds of housewives interviewed 
named the brand as their last 
purchase, and no other brand was 
bought by more than five per 
cent. 

Domination of the market for 
garden peas by any one brand is 
far less evident. About 1 house- 
wife in 5 had last bought 
Smedley’s, 1 in 8 Batchelors, 


Choose your programme 


An Associated TeleVision Ltd. 
brochure, giving the ATV 
autumn programmes, states that 
their rate card “enables adver- 
tisers to benefit more directly” 
by dividing the time into narrow 
bands. Thus an advertiser can 
book into specific time segments 
and have his commercials 
screened during or adjacent to 


any programme he chooses. 


of canned peas 


while Hartley’s and Lin-Can each 
accounted for just under | in 10. 

Preference for the small (under 
8d.) and medium (8d. to Is.) sizes 
of processed peas was fairly 
evenly distributed among the 
housewives interviewed, the 
figures being 46 and 48 per cent 
respectively. Only 8 per cent 
admitted buying any of the larger 
sizes in the previous month. 

A quarter of those interviewed 
said they had bought other 
canned vegetables in the preced- 
ing month, and carrots accounted 
for just over two-fifths of all last 
purchases, butter beans for a 
quarter, and runner beans, mixed 
vegetables and broad beans each 
for | in 8. 
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Audience estimates 


‘3m TV homes by 
Christmas’ 


The Independent Television 
Authority estimates that there 
will be almost 3 million Band 
Ill homes (over 10 million 
people) by Christmas if the pre- 
sent rate of growth is maintained 
and Yorkshire opens with 250,000 
Band III homes. 

The number of Band III 
homes in all ITA service areas is 
now increasing much more 
rapidly than at any previous 
time. In the last four weeks the 
number of Band III families in 
London, the Midlands, and the 
North (excluding Yorkshire) has 
grown by 200,000, or 50,000 a 
week. 


Growing audience 
in Lancashire 


More than 1,730,000 people in 
over 500,000 homes are now able 
to watch programmes from the 
ITA transmitter at Winter Hill, 
Lancashire, estimate Television 
Audience Measurement Ltd. This 
means that since transmissions 
started on May 3, the number of 
ITA homes in the area has in- 
creased by a weekly average of 
nearly 10,500. 

TAM also estimate that pro- 
grammes from the London, Mid- 
land and Lancashire ITA trans- 
mitters can now be seen by nearly 
7 million viewers in more than 
2 million homes. 


21st birthday issue of ‘Men Only’ 


With its special November issue 
Men Only will celebrate its 21st 
Birthday Number. In the issue 
are greetings from a number of 
distinguished personalities. 

Men Only has retained the 
same size, shape and format 
throughout the 21 years of its 
existence. 

Stuart Mander, advertisement 
director of George Newnes, has 
sent the hirthday number to 
advertisers and agents throughout 
the country in a special wallet 
which invites advertisers to 
“Come inside and celebrate 21 
years’ successful selling to men!” 

The issue contains the an- 
nouncements of over 80 adver- 
tisers, some of whom also had 
announcements in the first issue. 
An advertisement for Sandeman’s 
Port and Sherry occupies the 
same position facing the opening 
editorial page as it did in the 
initial issue of Men Only. 

The first issue of Men Only 
had a sale of 28.000 copies and 


contained 34 advertisements. The 
audited net sale of Men Only for 
the period Jan.-June. 1956, was 
105,539. 


The “‘Men Only” folder. 


Bang on target with ... Strimon Saslo/ Sitbhhelty 


10 Portman Mews South, W.1 (NMAYfair 6867) 


as direct as direct mail can be 
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At home in any company 


The ability to be selective in the choice of words and sensitive to a tone of voice 
is as valuable an asset of good social behaviour as of successful advertising. 

To be at ease in any company requires a proper appreciation of 

the significance of a particular situation. 

So with advertising. The versatility that enables an agency to handle with 
competence the appropriate advertising of the products from a wide range of 
companies is bred only of a proper understanding of a number of individual 


problems. Such understanding is found at Samson Clarks, acquired through a 


long association with many companies they have been privileged to serve in Britain 


and Britain’s markets overseas. 


* This is the company Samson Clarks keep. 
The manufacturers of world-famous products, purveyors of 
unusual materials, suppliers of everyday services, creators 

of brilliant ideas. The designers of intercontinental jet-liners, 
the builders of infant carriages. The importers of wines, 

the marketers of petroleum products. The arbiters of fashion, 
the vendors of haberdashery. The producers of vestas and 
refrigerators, of furs and photographic materials. 

Structural engineers and precision instrument makers . . . . 
The list goes on and on but there is capacity for more. 


Samson Clarks : Advertising 


Samson Clark and Company Limited : Incorporated Practitioners in Advertising 
57-61 Mortimer Street, London, W.1 

MUSeum 5050: Unsullied, Wesdo, London 

Financial Advertising Division, 39 King Street, Cheapside, E.C.2 
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Three million 
women back 
1957 Festival 


Some three million women 
belong to the organisations on 
the sponsoring committee of the 
Festival of Women, to be held at 
Wembley from May 23 to June 
15, it is claimed by the organisers, 
Fairs and Festivals Ltd. 

The organisations represented 
on the committee, the Women’s 
Organisations Committee for 
Economic Information, are: the 
British Federation of Business 
and Professional Women, Federa- 
tion of Soroptimist Clubs, 
National Association of Women’s 
Clubs, National Council of 
Women, National Federation of 
Business and Professional 
Women’s Clubs, National Union 
of Townswomen’s Guilds, Scot- 
tish Co-operative Women's 
Guilds, Scottish Women’s Rural 
Institutes, Women’s Co-operative 
Guild, and the National Women’s 


Advisory Committee. of the 
Trades Union Congress. 

Entry brooches 
Through the _ interest’ of 


observer members. of _ this 
Treasury committee—which was 
set up by the Treasury in 1947 

other national groups are also 
supporting the event. Already 
12,000 individual sponsor 
brooches, which will be used as 
free passes into the Festival, 
have been sold to members. 
Many special trains will bring 
group outings from all over the 


country. Already, cight months 
before the _ Festival opens, 
Festival conferences are being 


arranged by the women of many 
towns and cities. Miss Thirza 
West, director of the Festival, is 
being invited to them as guest 
speaker. 


IDEAL FOR ALL Of 


A. Wander Ltd. have hired advertising space on the glider trailers of 

the London Gliding Club to promote Ovaltine and Ovaltine biscuits. 

Several thousand miles are covered by the trailers each year in journeys 

starting from the club site at Dunstable, Bedfordshire. So far the London 

Gliding Club is the only one in this country to utilise this method of 

obtaining revenue for its flying activities. Cheiron Press Ltd. are handling 
the negotiations. 


‘THAT SECOND MILLION’ IS 
SPOTTISWOODE’S AIM 


Spottiswoode Advertising Ltd. celebrated their first 50 years of exist- 


ence with a luncheon at the Café Royal on Friday. 


The lunch was 


marked by witty speeches, the announcement of bonuses for members 
of the staff, gifts for all members of the staff and guests present, a 
presentation to the directors, and the expression of hope by the 
chairman, R. O. Morris, that the agency would now get on with 
achieving its second million-pound turnover. 


Total attendance, which in- 
cluded the directors of S. H. 
Benson Ltd., the parent company, 
was about 160. 

R. A. Bevan, 
Benson’s, paid a tribute to 
the “magnificent quantity and 
quality” of work produced by 
Spottiswoode’s. 

Mr. Morris outlined the history 
of the agency since the formation 
of Dixon & Hunting in 1893 by 
Sydney Wentworth Dixon, son of 
Hepworth Dixon, editor of the 
Atheneum, and J. Carlton Hunt- 
ing, son of Richard Hunting, 
the American who brought the 
sewing machine to Europe. 

Their first account was the 
German State Railways. John 
Spottiswoode resigned his chair- 
manship of a printing house to 
form Spottiswoode Advertising 
Agency in 1903, and the two 


chairman of 


agencies amalgamated in 1906 to 


Since J. Lyons & Co. Ltd.'s confectionery has appeared on commercial TV, 
appropriate point-of-sale material has been devised to link directly with 


the TV spots. 


This heavy card replica of a TV set (centre) portrays an 


actual scene from a Lyons spot. 


PLASTIC 


Showcards, Displays 
and Packaging 


Pre-printed, vacuum formed 


become Spottiswoode, Dixon & 
Hunting Ltd. It was in 1911 that 
they amalgamated with Benson's. 

With new offices at 34 Brook 
Street and further offices at 86a 
Brook Street, the agency had a 
staff of 83. 

Mr. Morris announced that to 
mark the Golden Jubilee there 
would be a bonus of three weeks’ 
pay for all members of the staff 
(except the directors) of more 
than 10 years’ service; two weeks’ 
pay for those of between three 
and ten years, and one week’s for 
those under. 

[he presentation of a decanter 
and glasses to the directors was 
made on behalf of the staff by 
Victor Sparks, the longest-serving 
member, who has been with the 
agency 47 years, and was acknow- 
ledged by managing director W. J. 
Barter. 

Every male member of the staff 
present received a Ronson lighter 
engraved ‘1906 (S) 1956” in a 
decorative case ; there were black- 
glass candy boxes for the lady 
guests ; and Waterman Flair pens 
for the men guests. 

(See Mainly Personal, page 56) 


PR by post 


To provide adequate study 
facilities for its provincial mem- 
bers, the Institute of Public Rela- 
tions is considering the possibility 
of organising a correspondence 
course in public _ relations. 
Numbers of applicants could not 
be accommodated on the first 
Regent Street Polytechnic course 
in pubic relations, arranged in 
co-operation with the IPR, which 
began last month. 
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CWS SWITCH 
TO SHORTER 
TV SPOTS 


The Co-operative Wholesale 
Society is to shorten its television 
advertising spots from 60 seconds 
to 30—and in some cases 15— 
seconds. This follows “careful 
measurement of the returns dir 
ectly attributable to TV advertis 
ing” and a re-framing of policy 
in the light of comparisons of re 
sults and cost with other media. 

This was announced in Man- 
chester at the autumn conference 


of the Co-operative Publicity 
Managers’ Association by F. 
Churehward, CWS publicity 
manager. 


A CWS spokesman said this 
week that the object was to ob- 
tain greater frequency of spots ; 
it was not intended as an 
economy measure. 

Mr. Churchward told the meet- 
ing that “impressive figures” had 
been produced to show the im- 
pact of this newest form of pub- 
licity. In many cases claims of 
FV impact were justified—*but 
advertisers have to guard against 
putting false interpretations on 
facts which may be misleading.” 

The CWS have used television 
since it started. 

Commodities stressed 

CWS general policy was mov- 
ing towards advertising for par 
ticular commodities rather than 
for CWS goods in general, said 
Mr. Churchward. 

Following his address, co 
operative publicity managers 
attended a staff training demon- 
stration and saw some of the 
latest CWS films and film strips. 

The conference, which was 
under the chairmanship of C. 
Topple (Ipswich) also heard de- 
tails of an international gathering 
of publicity officers which is to 
be held in London on November 
6 to 8 under the auspices of the 
International Co-operative Alli- 
ance. 

Some 40 experts from ten Euro- 
pean countries will attend. 

It was announced that the Co- 
operative Union is to extend its 
annual awards for advertising to 
include local editions of the 
“Home Magazine.” the CWS 
monthly with nearly 300 local 
editions. 


BPAA dates 


The annual dinner of the 
British and London Poster Ad- 
vertising Association will be 
held at Grosvenor House on 
December 5. Next year’s con- 
ference of the BPAA will be at 
Gleneagles, from June 17 to 19. 


Advertising models 
Animated displays 


Exhibition units 
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As a fashion buyer... 


I can usually recognise readers 


Vanily Fair 


really, when you consider the time they spend going 
through the pages of the magazine which caters specially 
for their tastes and interests. It’s amazing how often 
I hear them say: ‘I saw it advertised in Vanity Fair’. 


To begin with they’re smart—smart about clothes, about 
accessories, about cosmetics. From the moment they come 
into the shop you know there isn’t much you can tell 
them about styles, colours, or even prices. Not surprising, 
and it costs only £350 a page 


It pays to advertise repeate dly in Britain’s largest selling fashion magazine 
SLOane 4591 


R. C. E. Cory, Advertisement Manager, VANITY FAIR, 28/30 Grosvenor Gardens, London, 8.W.1. 
Vanity Fair is published by THE NATIONAL MAGAZINE COMPANY LIMITED 


Publishers of : Good Housekeeping - Harper’s Bazaar - Vanity Fair - House Beautiful - She - The Connoisseur 
The Good Housekeeping Books Proprietors of : The Good Housekeeping Institute 
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Bristol 


‘Independent television has been a 
blazing success’ says Pragnell 


Speaking at a luncheon meeting of the Bristol and West Publicity Club 


last week, 


among the general public. 


Manchester 


L. P. Scott elected 


life-president 
Laurence P. Scott, chairman of 


the Manchester Guardian and 
Evening News, was elected an 
honorary life-president of Man- 


chester Publicity Association at the 
annual general meeting last week. 
Other life-presidents are Lord Derby 
and the Hon. Lionel Berry. 

The following members’ were 
elected to office: E. A. Paessler 
president and W. McMillan chair- 
man. Oswald Dearden was re- 
elected honorary secretary and John 
Newton honorary treasurer. 

Vice-presidents are: Eric Scho- 
field, John Newton, James Bleakley, 
N. N. Jones, E. A. Paessler, F. John 
Roe, A. R. Fasham and Derek Roe. 
The council is: R. H. Longden, 


E. W. Hill, David Wicks, Frank 
Hayes, R. A. Howatt, David 
Kitching, Keith Sykes, Raymond 


Thompson, A. M. Burnett-Stuart 
and D. Buckland-Smith. 


Liverpool 
The showmanship 
of Liberace 


John Pritchard, permanent con- 
ductor of the Liverpool Philhar- 
monic Orchestra, was the principal 
guest at the October luncheon of 
the Publicity Club of Liverpool. 
Mr. Pritchard gave a talk ranging 
from the administration and pre- 
sentation of a world-famous 
orchestra to the showmanship of 
Liberace. 

The newly-elected council consists 
of: K. Murray, vice-chairman, Mrs. 
D. Kenworthy, M. F. Halpin, R. J. 
Gordon, E. W. Thomas, G. Hatch, 
B. C. Hall, G. Fisher, L. A. Lomax, 
A. P. Noble. Miss M. E. Lawrenson 
has again been elected secretary. 

The annual golf competition is at 
ang Golf Links on Friday at 

p.m. 


Cotswolds 


SEASON OPENED 


[he Publicity Club of the Cots- 
wolds opened its 1956-57 season 
with a talk given by John Stewart. 
of Stewart Films Ltd., on “Making a 
documentary fi'm.” 

Mr. Stewart illustrated the talk 
with many films, both in colour and 
black and white, including “Fluid 
Force,” “The Song of the Grape,” 


and a series of TV advertising 
shorts. 


Walkers @™ 


MANCHESTER 


A. W. Pragnell, press. officer of the Independent Television 
Authority, said there is a “distinct 
“There 
television has been a blazing success,” 


appetite’ for commercial television 
can be no doubt that independent 
he stated. 

Among the six million potential 
viewers, preference for watching the 
commercial programmes had been 
quite marked, and somewhat sur- 


* prising, he said, 


Another surprising feature was the 
fact that the advertisements had 
drawn little adverse comment. This, 
despite all the acrimonious debate 
and caustic warnings which had 
preceded the introduction of inde- 
pendent television in this country. 

“It is remarkable how the 
advertisements have come to be 
accepted,” said Mr. Pragnell. 

He thought this was probably duc 
to the fact that people regarded 
commercial television in much the 


same way as they did the news- 
papers, in which they expected to 
find advertisements as part of the 
norma! make-up. 

During discussion, he agreed with 
chairman Ken Wood that the con- 
tractor for the Wales and West 
station would have to meet the 
problem of catering for the two very 
different types of people on either 
side of the Bristol Channel. Though 
much of the programme would come 
from the main network, the 
Authority would encourage more 
local material. 

Answering a question on the rate- 
card, put by P. D. O’Connell, he 
said it was possible that small local 
advertisers might get one-minute 
spots for about £200-£250. There was 
a tendency for advertisers to take 
shorter units. The 15-second spots 
were becoming popular and it might 
be that Wenvo advertisers would be 
able to get small units for around 
£5 to £10. 

Mr. Pragnell stressed that the 
Authority had no control over the 
rates charged. 
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Council members of the Publicity Club of Wolverhampton discuss the 


club’s aim for this year. 
Alan Woodhouse, Harry 


From the left (standing) are: Gordon Rostance, 
Booth-Adams, 


Horace Braine; (seated) Don 


Barbour, John Reed, Ralph Pay (secretary), Jack Corbett (chairman), 
Stanley Adams (treasurer) and Dick Pine. 


Women’s 
‘Proofs corrected 
in blue blood’ 


How he purged Burke's Peerage 
of unauthentic pedigrees was 
described by its editor, Leslie G. 
Pine, in a talk entitled “Ten years 
of the press and peers” at this 
month's dinner of the Women's 
Advertising Club of London last 
week. 

In the course of it he stressed the 
uselessness of supplying editors with 
material unless it was either a good 
news item, a valuable comment, or 
a good feature. 

Burke's Peerage, be said, sold not 
merely in Britain, the Common- 
wealth, the USA and _ other 
countries, but even behind the Iron 
Curtain. 

Mrs. Kathleen Howie (Saward, 
Baker & Co., Ltd.), the club’s new 
president, said she understood that 
the proofs of Burke's Peerage were 
corrected, not in red ink, but in 
blue blood! 


Nottingham - 
PLANNING TALK 


The subject of Morris Crossland’s 
talk at the monthly luncheon meet- 
ing of the Publicity Club of Notting: 
ham was “Some aspects of town and 
country planning.” 


At the annual general meeting of Manchester Publicity Association are 


(left to right): Derek Roe, E. A. Paessler, W. McM 


illan, Oswald Dearden 


and D. Buckland-Smith. 


jo\o\}> 


Bradford 


Slide on TV for £15 
says ABC chief 


When George Cooper, advertise- 
ment controller of ABC Television 
Ltd., addressed Bradford Publicity 
Association recently, he said that 
although the programmes for York- 
shire would be provided during the 
week by Granada TV Network Ltd. 
and at the week-ends by ABC, the 
contractors would have preferred an 
area each for seven days. 

It would be possible, he said, for 
a small advertiser to have a slide on 
TV for as little as £15, although “big 
customers” came in with £50,000 to 
£80,000 to spend. 


Ad Man’s Diary 


Monday, October 22 


REGENT ADVERTISING CLUB. Creative 
group discussion led by Brian 
MacCabe. 6.30 p.m. 

ADVERTISING CHRISTIAN GROUP. First 
annual service for advertising. 
Orange Street Church, W.C.2. 6.30 
p.m . 


PUBLICITY CLUB OF GLASGOW. Annual 
dinner-dance, Grosvenor Restaurant. 
Tuesday, October 23 
ADVERTISING-PRESS CLUB. Shelbourne 
Hotel, Dublin. L.E. Room. 8 p.m 
INSTITUTE OF PRACTITIONERS IN AD- 
VERTISING. Discussion Group mecet- 
ng. 6.30 p.m. 

INSTITUTE OF PUBLIC RELATIONS. Dis- 
cussion meeting. 6.30 p.m. 

REGENT ADVERTISING CLUB.. Lecture. 
Graeme Cranch. 6.30 p.m. 
INCORPORATED ADVERTISING 
GERS’ ASSOCIATION 
yranch). Meeting. D. Buckland- 
Smith. Queens Hotel. 6.15 p.m. 
BRADFORD PUBLICITY ASSOCIATION. 
Meeting. James H. Shaw. Victoria 
Hotel. 1 p.m. 

Wednesday, October 24 

INSTITUTE OF PRACTITIONERS IN AD- 
VERTISING. Artists’ Exhibition. 
5 p.m. 

INCORPORATED ADVERTISING MANA- 
GERS’ ASSOCIATION. Meeting. 
Management House, 8 Hill Street, 
W.1. 6 for 6.30 p.m. 

Thursday, October 25 

PUBLICITY CLUB OF THE COTSWOLDs. 
Meeting. H. F. Chilton. Plough 
Hotel, High Street, Cheltenham. 
INCORPORATED SOCIETY OF BRITISH 
ADVERTISERS (Lancashire section). 
Meeting. Glanville Benn. 

Friday, October 26 

PUBLICITY CLUB OF GLASGOW. Meet- 
ing. D. C. Cousland. 


MANA- 
(Manchester 
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SOW WEY 


ADVERTISING 
COUNCIL 


The proposal to establish in 
Britain an organisation equiva- 
lent to the Advertising Council 
of America will be welcomed in 
many quarters. 

It has long been felt that the 


advertising business should 
voluntarily undertake major 
campaigns in the national 


interest, and from time to time 
leading agents have attempted 
to get things moving. 

Until quite recently there were 
stumbling blocks—notably the 
shortage of newspaper space 
resulting from harsh newsprint 
rationing. Now the situation 
is changing and next year will 
present a splendid opportunity 
for a British Council of Adver- 
tising to start operations. 


Public service 


The moves at present taking 
place behind the scenes are, of 
course, being instigated by 
individuals with strong convic- 
tions. 

But the fact that these men are 
the leaders of organised adver- 
tising strongly suggests that 
this time a Council will be 
formed. 

If the proposals to be laid before 
the executives and councils of 
the various organisations are 
accepted, it will be the biggest 
step yet taken by British 
advertising to secure recogni- 
tion as a public service as well 
as a selling business. 

It will be a big undertaking, and 
costly, Generosity with time 
and resofirces will be needed. 


Imaginative idea 


Present assumptions are that the 
new body would concentrate on 
really long-term schemes to 
project the British way of life. 
In present circumstances such 
campaigns would include the 
export drive. 

This wider appeal would 
obviously extend far beyond 
the type of advertising at 
present undertaken by govern- 
ment departments. 

Such imaginative ideas deserve 
unstinted support. They offer 
a great opportunity to secure 
for advertising public respect 
and a real understanding of its 
function. 


TALKING POINTS 


OctToBer 19, 1956 


Baker takes rise out of ads—in press 


displays! 


HIS is a week of odd ads— 
one “funny peculiar,” two 
different and interesting. 

Which should take pride of 
place? Well, let’s have the 
laugh first. It comes from a 
biggish display in the Craven 
Herald, a Yorkshire weekly. 

The advertiser is G. E. Carr, 
Ltd., of Skipton, makers of “Nu- 
loaf, a fresh crusty loaf ...a 
baked loaf . . . made from the 
best quality flour and _ fully 
enriched as in pre-war days.” 

The qualities of the loaf are 
obviously not in doubt. But 
some other statements in the copy 
are certainly open to question. 

How are these for bold head- 
ings? 

“Advertising Campaigns Cost 
Money—We Prefer to give you 
Value for Money in Good 
Quality Bread.” 

Who should know better than 
Carrs that advertising costs 
money? And who should know 
better that it is money well 
spent? 

For they advertise regularly. 
Every week, in fact. 


A SIGN OF THE TIMES 


NNUAL advertisement 
revenue of The Times is now 
over the £2 million mark. For 
which George Pope — who has 
raised it from the £700,000 mark 
can take pride. 

An equal tribute to progress is 
the quality of many of the dis- 
play ads now being carried by 
“Auntie.” 

Did you see Monday’s edition ? 

We are dealing with a dignified 
journal, so let the official hand- 
out issued later speak for itself: 

A contract placed by the 
Orient Line with Vickers- 
Armstrongs (Shipbuilders) Ltd., 
for the largest liner since the 
“Queen Elizabeth,” was the 
subject of some unusual 
announcements. 

The advertisement occupied 
two outside columns on a left- 
hand page with the entire 
depth taken up by an impres- 
sion of the bows of the new 
ship, drawn by Victor Berto- 
glio. The size of the drawing 
necessitated the use of a special 
half-tone screen. 

E. G. Fielding, publicity 
manager of Vickers, expressed 
his appreciation of the efforts 
of the publishers in providing 


these unusual spaces at some- 

what short notice. The scheme 

was handled by Technical and 

General Advertising Agency 

Ltd. 

The publishers—plural? Yes, 
the ad also appeared in the 
Manchester Guardian and the 
Financial Times. 


LEFT HOOK 
NOTHER bold ad was for 
the British Trawlers’ Federa- 

tion—a_ half-page placed by 
Layton Award winner Pat Dolan. 

Headed “Note to delegates: 
Conservative Party Conference, 
Llandudno,” it proclaimed : 
“This promise has been kept! 
Fish prices have not risen—they 
have dropped.” 


_And where was the proclama- 
tion made? In the Socialist 
Daily Herald. 


ADS ARE NEWS 


AVE you noticed what con 

siderable attention is being 
given to advertising in the 
editorial columns of the Daily 
Express these days? 

Columnist Anne Edwards 
devoted most of her feature on 
Monday to ad slogans which 
have sold to women—*Always a 
Bridesmaid but never the Bride,” 
for example—and suggested how 
they might be adapted for the 
male market. 

Times are indeed 


changing 
when ads become news. 


TOMORROW'S TOPICS 


® Various interested organisations 
are now examining the prob- 
lems and effectiveness of com- 
mercial television viewership 
research. Their representatives 
will exchange views next month. 


@A well-known sweet manufac- 
turer is completely to revise 
next year’s ad schedule. Exten- 
sive use will be made of the 
Sunday newspapers. 


@ A major clothing account is on 
the move. Expect an announce- 
ment shortly. 


@ Heavy advertising North of 
the Border will soon develop in 
the ready-made clothing 
market. Conservative Scots 
are now beginning to accept 
man-made fibres. 


@Latest aid for international 
paper supplies: Israel is to set 
up a large-scale pulp-making 
plant using maize straw as its 
raw material. 


®@ Intensive, competitive market- 
ing operations in Scotland will 
develop with the arrival of 
American companies with new 
managerial and promotional 
methods. Office equipment and 
light engineering are mainly 
affected. 


@ Projected publications to boost 
advertising include a text-book 
by a top-ranking author, and a 
novel with an advertising back- 
ground written by a well-known 
novelist. 


ROUND TABLE 


|" Advertize in Gusope the Mithadeo Way 


ALBERT MILHADO & CO. LTD. ‘The Experts on Foreign Advertising’ 140 Cromwell Road, London, $.W.7. FREmantle 8592/3 (5 lines) 
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MOTOR AND PUBLIC HEALTH 


WITH THE OFFICIAL JOURNAL OF : 
The Institute of Works & 
Highways Superintendents 
| No. 3482 


Friday * Leveenn 75 (SU Is. weekly 


ENGINEER and SURVEYOR 

PUBLIC CLEANSING OFFICER 

PUBLIC HEALTH OFFICER 
andthe, — 


WORKS & HIGHWAYS SUPERINTENDENT 
Basic Page Rate £23 


NOW IN ITS 83rd YEAR OF PUBLICATION 


: Publishers of the Official Journal of The Association of Rural District Council Surveyors, _ 


| Municipal _ 
Engineering 
The Jounal 
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You can't net more for your 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96, LONG ACRE, LONDON, W.C.2 
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These world-famous authors 
help JOHN BULL maintain 
the greatest family readership 
amongst all general 

Ei. colourgravure weeklies 


This fact alone affirms a concentrated reader-interest 
that makes JOHN BULL an excellent investment for your 
advertising expenditure. But when in the field of general 
colourgravure weeklies you net, in addition, the lowest 
monotone cost per 1,000 circulation; the lowest mono- 
tone cost per 1,000 women and housewife readership; 
the highest weekly net sales; the greatest home-delivered 
sales; a magazine read and re-read for more hours and 
with more confidence; a magazine that publishes 
Britain’s finest writing—JOHN BULL then emerges 
as one of the finest investments in advertising in 


SOHN BULL 


1,098,811 


it WEEKLY NET SALES, an 1956 
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At the time of writing, the 
country is enjoying 4 
rather belated Indian summer. 
It is highly unlikely that this 
state of affairs will continue 
up to the time of publication 
but, at the moment, it must be 
an added incentive to people 
who have seen the current ice 
cream commercials and have 
been tempted by their appeal. 
To begin with, the Lyons’ com- 
mercial follows the popular 
format of consumer products, 
cartoon—as a lead into the 
appetite appeal of the live action. 
The cartoon consists of two chil- 
dren, a girl and a boy, squabbling 
with one another as to which one 
likes Lyons’ family brick the 
more. They are superimposed 
against a background of the 
Lyons’ ice cream carton, an effec- 
tive way of keeping the product 
name in front of the viewer for 
the majority of the commercial. 
The cartoon technique is 
simple and amusing, and is a 
break away from the normal, 
inasmuch that the children are 
depicted, not as angelic little 
cherubs, but as the fiendish 
horrors they so often can be. 
The Lyons people are aided in 
this commercial by the voice of 
Peter Sellers—alias “Bluebottle.” 
He has done sterling work for 
Omo, and is no less effective in 
this epic. In fact, the catch- 
phrase “Hey, what's for afters?”’, 
I have already heard imitated by 
many a small boy (and quite a 
number of adults). The live 
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COMMERCIAL SPOTLIGHT 


Cartoon or live action? Effective 
methods of using both have recently 
been noticed by TELETASTER 


Two ways to stimulate 


appetite for ice 


action shots of the ice cream on 
the plates are quite good—but 
one wonders whether it was neces- 
sary to show a different shot for 
each flavour, because without the 
colour they all look very much 
alike. 


Turning to Walls ice cream, it 
first has to be said that they have 
kept to live action in their item. 
which opens up on a shot of two 
of the most charming children | 
have yet seen on television eating 
ice cream off the same plate. 


I question, however, whether 
one can really believe that two 
children, even as charming as 
these two appear, could eat ice 
cream off the one plate happily 
or even amicably. 


85/ 


Housewives 
Read Local Papers 
in Kent 


KENT MESSENGER 
GROUP 


The appetite appeal is demon- 
strated beautifully by a knife 
cutting slowly into a block of ice 
cream and the severed portion 
falling on to a plate. This is a 
really mouth-watering scene, and 
one which makes me think that 
this commercial, although not as 
amusing or clever as that tor 
Lyons, might prove to do the 
more effective selling job. 


Macabre message 


A piece of work that I found 
rather gruesome and which many 
mothers must have found 
frightening was the commercial 
for Clark’s shoes. Opening up 
on a beach, complete with sand 
castle and sound of seagulls, 
etc., four children jump past the 
camera, leaving their footprints 
in the sand. A very pleasant 
opening to be sure, but then the 
male voice that has been count- 
ing, one, two, three, four, over 
the children’s jumping, blandly 
informs the viewer that “three 
out of the four children are head- 
ing for foot deformity.” 

This is a rather frightening 
Statement, and if it is true (on 
what evidence is the claim 
based?) would surely lead to a 
great deal of distress among 


the 
cream 


parents. The rest of the commer- 
cial is devoted to showing just 
how much better for children’s 
feet Clark’s shoes really are. 
That is done rather well and is 
marred only by a shot of a child's 
foot, shown in close-up, and then 
dissolving into an exceedingly 
misshapen foot. 


I found that in very poor 
taste. Clark’s shoes, I am sure, 
are excellent for children’s 
feet, but I deplore the way 
they go about explaining why. 
This commercial, by means of 
ominous warning and exag- 
geration of the truth, leaves one 
with the impression that if your 
children are not wearing Clark's 
shoes they stand a three-out- 
of-four chance of spending 
their adult life hobbling from 
place tu place. 


This must set up an automatic 
resentment in the minds of 
parents who do not like to be told 
by these methods what is best 
for their children. 


+ + + 
IN THEIR fight back against the 


detergents, the soap powders are 
plugging the housewife with the 


@ Continued on page 24 


A scene frem the Lyons’ commercial boosting their ice cream. In 
Teletaster's opinion the advertisement breaks away from the usual 
by presenting children—as children. 
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How ao you A FUNDAMENTAL PRINCIPLE of efficient export selling is to tell the 
best possible message ...to a great number of prospects... at 
reasonable cost. 


reach your 


In the last analysis there’s nothing more effective than a persona! 
sales call. But actually, you could hardly afford to reach your best 
overseas customers or prospects month after month in this way. That's why 
sO many companies count on advertising abroad just as they do at 
cu stomers eg home. It’s the most efficient and economical way to reach the great- 

est number of prospects. 
LIFE INTERNATIONAL and LIFE EN ESPANOL are geared to reach 
your overseas prospects in just that way. Because they are read by 
people of influence—leaders in business, government and the pro- 
fessions—you know your message is reaching important prospects. 


In addition, you can be certain that your message is reaching a great 
number of prospects in every free country since LIFE INTER- 
NATIONAL reaches the top of the market around the world and 
LIFE EN ESPANOL offers concentrated coverage in Latin America. 


Furthermore, because you yourself are in control of your own ad- 
vertising message, you can see to it that the most important selling 
points are made in the most effective manner . . . and that your 
product is shown to its best advantage in the large page sizes of 
LIFE with its fine colour and printing reproduction. 


No wonder leading companies in Britain and on the Continent have 
more than doubled their investment in LIFE’s International Editions 
in the last four years. They have discovered that these magazines 
enable them to deliver the best possible message . . . to a great num- 
ber of prospects . . . at reasonable cost. 
LIFE INTERNATIONAL—advertising rates based on average net 
paid circulation of 260,000 copies printed in English and distri- 
buted in 120 countries outside North America. 
LIFE EN ESPANOL—advertising rates based on average net paid 
circulation of 300,000 copies printed in Spanish covering all of 
Latin America. 

These are the INTERNATIONAL EDITIONS of LIFE magazine, 
with a combined current circulation of over 600,000 copies every 


fortnight. 


INTERNATIONAL EDITIONS — 


For further information, write or telephone, The Advertisement 
Director, Life International Editions, Time & Life Building, 
New Bond Street, London W.1. Grosvenor 4080. 
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AUDITED WET SALE -— 


In one year THE PRACTICAL HOUSEHOLDER, Newnes 
amazingly successful ‘*Do-it-Yourself” monthly, has achieved an 
audited net sale of 771,095. This powerful monthly now completely 
dominates the “Do-it-Yourself” market AND HAS THE THIRD 
HIGHEST SALE OF ALL MONTHLY PUBLICATIONS. 


Results achieved by advertisers have been quite outstanding and the current issue 


contains no less than 228 display announcements! Sure and convincing proof of the 


tremendous pulling power of this important monthly journal. 


he ~PRACTICAL HOUSEHOLDER commands § 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD., TOWER HOUSE, SOUTHAMPTON STREET, 
LONDON, W.C.2. TEMPLE BAR 4363 (40 lines) 
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Planning next year’s 
advertising budget? 


Consider the importance of free advertising sites right in the shop 
itself. Redfern Advertising Rubber Mats are point-of-sale reminders 
that are always on display because they are welcomed by retailers as 
part of the shop furnishings. Colourful, permanent and hardwearing, 
these mats can incorporate any trade name, mark or slogan in a wide 
variety of colours. They have been used by experienced advertisers for 
a quarter of a century—put them to work in your retail outlets! 


a“ DOOR MATS - FLOOR MATS - COIN MATS 
DARTS MATS - BOWLS MATS 


* Write for folder amusingly illustrated by EMETT. It 
gives complete details and examples in colour of these 
permanent point-of-sale reminders. Perhaps they could 
help to solve your sales problem. 
NATIONAL ADVERTISERS’ DIVISION, 
REDFERN’S RUBBER WORKS LIMITED, HYDE, CHESHIRE 


s 


REDFERN | 


Arthur Upton Service 


Octoper 19, 1956 


A soap powder commercial 


with an authentic touch 


Can children ever be so charming when sharing a plate of ice cream 
as the two are in this Walls ice cream commercial? asks Teletaster 


who thinks that the appetite appeal of the product is demonstrated 
beautifully 


information that they are the 
only real washing agent to be 
used in any self-respecting wash- 
ing machine. 

In this, Persil are aided by Ruth 
Dunning who, with the help of 
two white-aproned young ladies 
and a rather ostentatious placing 
of the large Persil packet, extols 
the virtues of this product as a 
lubricant for the works of the 
machine, etc., and then—rather 
as an afterthought—that it is also 
quite effective in washing the 
clothes. 


On the other hand, Rinso are 
not nearly so high-minded in 
their presentation. They rely on 
the recommendation of a gentle- 
man who, one assumes, has either 
just installed or mended the wash- 
ing machine. An authentic touch 
that, because any housewife who 
has had a washing machine fitted 
may well recollect the advice of 
the man who installed it to “Use 
a soap powder and not a deter- 
gent.” The commercial serves 
excellently to remind wives of 
that and although it is the source 
of much diversity of opinion, | 
feel that in this case a man does 
a better selling job than a woman. 
Fortunately, most women still 
consider that men are more tech- 
nically minded than they and are 
consequently more likely to know 
what is best for the washing 
machine. 


Pleasant little number 


“Silvikrin for lovely 
Silvikrin for lovely hair, Silvi- 
krin shampoo.” That little jingle 
by now must be familiar to most 
viewers—and a very pleasant 
little number it is. The visual 
was kept as simple as the melody 
——-bottles moving and reforming 
in synchronisation with the jingle. 
It was an admirable seven second 


hair, 


spot and one which must have 
served the product well. 


Recognising the voice 


But now Silvikrin have altered 
the format and length of their 
commercials—unfortunately not 
for the better. Their latest fea 
tures Alma Cogan singing in the 
voice we have all come to know 
from radio, records, etc., (“you 
know, Mum, the girl with a laugh 
in her voice’). 

From this little rendering 
one imagines the laugh has 
been going on for so long it 
has almost turned to hysterics. 
Certainly, if I had not turned 
down the volume on my set I 
fee} sure I would have indulged 
in a bout. 

But tuneful bellowing apart, 
what of the picture? The singer 
surrounded by rather artificial 
looking bubbles, was my impres- 
sion of the entire commercial and 
if this had been a spot taken to 
sell more Alma Cogan records it 
could not have done a better job. 
But as to Silvikrin, well, this 
exuberant and dominating per- 
sonality did not give it a chance— 
the only gainsaying factor being 
that, perhaps, the Alma Cogan 
fans in their idolatry will turn to 
Silvikrin because their favourite 
sings about it. 


Another hair wash commercial 
that we have been seeing quite a 
lot of lately is for Halo shampoo. 
It favours a jingle as an introduc- 
tion and it is one which certainly 
sticks in my mind, if only for that 
obvious sung pun. The demon- 
stration in this film is quite good, 
with the model’s hair showing to 
advantage, and generally speak- 
ing, it does a competent selling 
job. But one cannot help win- 
cing when the commercial winds 

@ Continued on page 26 
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FAMOUS NATIONAL ADVERTISERS Choose 
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2 YEARS OF | 


“KNOW HOW” 
plus 


It’s the ‘Know-How’ that 
counts in the design and 
production of first-class 
Point-of-Sale material. 


OF LONDON 


FOR SALES AIDS THAT SELL 


DISPLAY CRAFT LIMITED, 88, ACRE LANE, LONDON, S.W.2. Tel. Brixton 7871/4 | 
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ADVERTISER’S 


Our clients include : 


HOOVER (WASHING 
MACHINES) LTD. 


SHELL MEX & B.P. LTD. 


SHELL PETROLEUM 
co. LTD. 


ALEXANDER DUCKHAM & 
co. LTD. 
INTERNATIONAL 
HARVESTER (GREAT 
BRITAIN) LTD. 


MASSEY -HARRIS-FERGUSON 
(MANUFACTURING) LTD. 


ESSO PETROLEUM 
co. LTD. 


ROTARY HOES LTD. 
J. E. SHAY LTD. 


NATIONAL BENZOLE 
co. LTD. 


REGENT OIL CO. LTD. 


TRANSPORT 
EXECUTIVE 


ROAD HAULAGE 
ASSOCIATION 


SINGER MANUFACTURING 
co. LTD. 

LYONS & CO. LTD. 

THE BRITISH LEGION 
PEPSI-COLA LTD. 
HELENA RUBENSTEIN 
LTD. 


associated A A || # ®) transfers ltd 
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its quicker — 
more brilliant — 
longer lasting 


Our unique experience in 
Transfer technique can help to 
solve your marking and display 
problems in the modern and 
economical way. 


HUNDREDS OF 
INDUSTRIAL 
APPLICATIONS 
include nameplates, operating 
instructions, diagrams, warn- 
ing notices, etc. 
BRILLIANT POINT-OF- 
SALE TRANSFERS 
are the most effective method 
of window advertising. 


DESIGNS 
Our process with the use of 
brilliant colours ensures per- 
fect reproduction of the most 
intricate designs. 

EASY TO USE 
No special skill is required for 
application. 

Solve yourZmarketing and sales 

problems— 


Write or ring today: 


176-188 Acre Lane, Brixton, London SW2 
Telephone: BRIxton 2057 (4 lines) 


TRADE MARKS * WINDOW PUBLICITY - PRODUCT LABELLING 
BULK CONTAINER MARKINGS - VEHICLE MARKINGS 
INSTRUCTION AND OPERATING PANELS - CALIBRATIONS 

WIRING DIAGRAMS - WARNINGS * NOTICES, ETC. 
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Lighthearted approach of 


newspaper commercial 


- ae 
<< ae . 


A scene from the Coates 


“Sweet Somerset” 


commercial, which has 


impressed Teletaster (ADVERTISER'S WEEKLY, October 5, page 24) as 


being * 


a fine example of the way in which cartoon can be happily 


married with live action.” 


up with male voices singing, “So, 
Halo pretty lady, Halo.” 


Popularity of cartoon 


The popularity of the cartoon, 
is emphasised by the number of 
new commercials following this 
format which have appeared in 
the last week or so. 

And, without doubt, they are 
getting better—both in the 
actual cartoon technique and 
the ideas around which the 
commercials are built. 

One which impressed me re- 
cently was for the Daily Mail 
and featured one “Scoop Fother- 
gill.” I was rather surprised in 
the first instance to find that 
newspaper indulging in such a 
lighthearted technique. It seemed 
so much at variance with what I 
remembered of their press adver- 
tising which consisted of recom- 
mendations from the approach- 
able aristocrats and doyens of a 
few of the arts. . However, this 
makes their current commercial 
all the more refreshing—especi- 
ally as it is a very amusing and 
slickly drawn cartoon. It is one 
that could stand any amount of 
repeats without becoming tedious. 


Too many characters 


However, another cartoon com- 
mercial which I was not so happy 
with was the Stork offering. So 
much seemed to be going on in 
it that I had to see it three or 
four times before I was fully con- 
versant with it all. 

The introduction of so many 
characters in cartoon on the 
small screen of television never 
seems so successful as the pore 
simple efforts which rely on 
one or two characters to tell 
the story. 

In this case “business” was an 
essential part of the story, be- 
cause we are shown a building in 


the process of construction, with 
everyone working furiously (not 
very authentic) and singing a 
roundelay — which was also 
rather confusing for the reason 
that the use of so many voices on 
the sound track made the word 
“Stork” sound like “stop.” Such 
a mistake is inexcusable, for, 
whatever part of the sound track 
may be confused, the product 
name should never be anything 
but clearly heard and perfectly 
understandable. 

The pack shot conclusion is 
quite good, but the commercial 
as a whole left me feeling 
vaguely irritated. As if some- 
thing terribly important had been 
going on and I had missed it. 
Possibly I had been looking too 
hard. 


This cosmetic 

designed and manufactured by 

Victoria Plastics & Designs Ltd., 

for J. & E. Atkinson Ltd. The 

stand has been made from clear 
Perspex. 
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Midweek Reveille 


cheaper by Veter feared 


Daily Mirror 


the thousand fas. 


Weekend Reveille 


Whatever category of reader you have in Weekend Mail 
mind, Reveille can offer you outstanding 


People 


value for money. Take lipstick users Sentay Pictorial 


for instance. Here are ten of the top Spee 
Daily Express 


publications listed in order of cheapness. 


+ 


Sunday Express 


a —_—_—______++- 


Compare the values for yourself. 


Based on Hulton Survey. 


R. Grant Davidson, Advertisement Manager. Holborn 4321. 
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OORAY for Shippam’s 
latest film advertisement 
—the “operatic” one which I, 
and many others in_ the 
audience, thoroughly enjoyed. 


I tried to see it again but, alas, 
although I caught up with the 
older shot of glistening chicken 
(so very like Brand's) the bottled 
arias had disappeared from my 
local circuit. I should like to see 
more well-planned and amusing 
film ‘advertisements like this one 
~and less Sugar-Puff or Kit-e-Kat 
stories with horrific vocal back- 
ground. 

I am afraid Kellogg’s comes 
under fire again. 


A few days ago I shook out 
what I thought would be a 
plateful of their cornflakes— 
and got instead a shower of 
leaflets informing me that I had 
30 feet of intestine and giving 
the “Facts of constipation” and 
a clinical diagram. I did not 
think it enjoyable breakfast 
reading. Moreover, six leaflets 
in a ls. 54d. packet of corn- 
flakes seemed over-enthusiastic. 


Worst ever seen 


Adding insult to injury, 1 
opened the Sunday papers to be 
confronted by a formidable three- 
column advertisement all about 

. constipation. That par- 
ticular advertisement—put out for 
All-Bran—strikes me as being the 
worst I have ever seen. One line, 
somewhere near the top of the 
jungle of words suggests that 
“you should read every word of 
this ‘Ofticle . ..” But only 
someone with good eyesight, time 
on her hands and, possibly, a 


morbid curiosity about such 
things, could read it through 
word by word. 

* * * 


I EAGERLY scanned the pages of 
the new publication Mirabelle to 
see if the advertisements were 
“new, exciting and alive,” too. 


Only a couple kept to the strip 
medium—for the first time suit- 


— 
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As a consequence of her close altention to 
a mass of current advertising, 
housewife reaches the conclusion that— 


_ Stark facts about the body 


Snelling SEZS don’t mix 


able, I think (Ann and her Tress 
success and Betty the Wren who 
did not know that Lifebuoy 
would catch her a lush lieu- 
tenant). 


While travelling home by 
Underground on publication day 
I saw six women reading the 
magazine: five looked over 25 and 
wore wedding rings while the 
sixth was a teen-ager. A small 
survey, but significant perhaps. 
More down-to-earth advertise- 
ments and tear-out coupons 
would probably get terrific 
response; a little salt in this salad 
of sweet romance would not go 
amiss. 


Ads for stockings 
but supplies 
are elusive 


THE STOCKING people have all 
come out with hard-hitting cam- 
paigns. Of those I have seen to 
date, I put in top place the copy 
and design of the Pex advertise- 
ments. 


I have always liked the tag line 
to Lor stockings . . . “The top 
models wear them.” It is the type 
of slogan which will stick in a 


NOW! First time in this country 


PRO-PLUS 


ene iee  oar Soin = ae oe, enn oy NS 
| (oes ewe tee 


In Femina’s 
opinion, this ad- 
vertisement will be 


a sure-fire incen- 
tive for most 
women .. . but 


they might be 
pulled up a bit by 
the price. 


Among the mass 
of hard - hitting 
stocking cam- 
paigns that are 
being currently 
aimed at women, 
Femina has been 
most taken with 
this advertisement. 
She puts the copy 
and the design at 
the top of the 
class. 


woman's mind. In fact, it stuck 
so firmly in mine that I deter- 
mined to go out and buy a pair— 
having gathered from the com- 
mercial television programme “At 
Home With Joy Shelton” that 
these stockings were available at 
all large stores. 

I tramped around Bourne 
and Hollingsworth, Swan and 
Edgar, Marshall & Snelgrove, 
Dickins & Jones and John 
Lewis’ only to be told that Lor 
nylons were not stocked by any 
of them. I gave up and bought 
another brand—but have subse- 
quently found Lor to be 
stocked at Selfridges. Why, 
oh why, not an advertisement 
giving stores by name if only 
a few stock the brand? 

A link-up, such as the BDA 
Red Seal/Marshal!l & Snelgrove 
advertisement is straightforward, 
clear and gives the information 
correctly. 


Manufacturer’s reply 


Still on stockings. Stockleigh 
have started a campaign and 
having seen their first Under- 


ground advertisement I thought 
they were readily available. 
Again a check up with large stores 
drew a blank. A note written to 
the manufacturers brought back 


by FEMINA 


the information that Selfridges 
stocked their brand. The moral 
is obvious, I know. 

The corset and bra moguls are 
close on the heels of the stocking 
manufacturers, and many women 
are having a hard task to choose 


with which type they should 
girth themselves for the winter. 
By far the most organised and 
punchy is the Silhouette “Little 
3 campaign, which is as good 

if not better than, its fore- 
ph Playtex, because it has 
had window and counter displays 
in little shops and large stores, 
editorials and advertisements 
galore. It has, in this way, quite 
put the other brands in the shade. 

* * * 


WOMEN ARE always on the 
look out for “wonder pills” that 
will promptly put right whatever 
they feel is wrong with them- 
selves. Regrettably, they would 
rather flip through the pages of 
their magazines to find this easy 
remedy than visit their doctors. 
Consequently, drug manufac- 
turers have what must be the 
easiest advertising field to cover. 

The new Pro-Plus tablets 
currently being advertised in 
the dailies are a surefire hit 


@ Continued on page 30 


i 
ee) = PF | 
} 
&g 
i - 
| 
i). 
7 | 
P| 
a : K | : 
% »* PY r > 
: ra ie 
at : 
F \ s P f », 
mere | <4 
8 vy 
X i Pp 
NOE ; 
P << mee sy 
Ss 4 : ' 
PEX§ ™= 
. Yiiga / I A 
UZ 74 f i} 
| ee 
a i 
| Sats : 
t INCREASE INTELLECTUAL EFFORT 
Prewen Renutts HAVE SELF CONFIDENCE 
Qeweee sen were tee es ws a EBJOY YOUR LETBURE ! 
: ae — . 
| =e | aie hese = ioe , 
oe | | : —s. 
| eae) ES | 
| & bil |==- ssc 
; a. 4 ! i 
: > =e" (e0  ie P| 
PROBEPLUS puts you on top | ee es . 
" 


ADVERTISER'S WEEKLY 


R 19, 1956 


OcTOBE 


—— 
in 
~ 
OAV eh 
ieciea aN 


= 


ral 


f— 


—~ 
4; 


~ 
f. 


1 
17. 
as 


=A 
NON 
(as 


(—(-<> 


Str SAELLGUFLIEG NOG ORE ‘i 
ta < fee Kaas Rina nen s ides 
=n Siig eiee) GF ee arnies Alar 


wis 


SIA NAS 
A’ 
Lele 
(37 
RO ps 
Ni 


NS 


NA 


~—34i 


mA 
EY 


vA 
ee? 
ANF; 


1) 


-, 


> 


rt 


Pi 
er 


iru 
SN LA 


v 
~ 
0 
<3 
a 
v 
. 
2g 
u 
< 
o 
7 
e 
OL 


Athenian statesman and one of the 


PERICLES c. 490-429 B.C. 


as known. 


in times both of prosperity and adversity, that the world h 


The drawing is after a bust in the British Museum. 
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LTD. 
» Maidstone 


REED &CO 
Tovil Mills and Bridge Mills 


THE LONDON PAPER MILLS CO. LTD - EMPIRE PAPER MILLS LTD 
THE SUN PAPER MILL CO. LTD « REED CORRUGATED CASES LTD 


ALBERT E 


\vlesford Mills, 
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enterprise and even the gre 


MEDWAY PAPER SACKS LTD - BROOKGATE INDUSTRIES LTD 


are brought to fulfilment only through the 
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* REED FLON 


HOLOPLAST LTD 


POWELL LA 


E. R. PREEMAN & WESCOTT LTD 


Head Office 


* REED PAPER SALES LTD 


NE MANUFACTURING CO. LTD 
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A housewife takes a look 


at some gift schemes 


with most women (men, too, I 
should imagine). The formid- 
able list of possible complaints 
amply covers every kind of 
misery from which she may 
be suffering. Yet I am sure 
the price of 2s. 6d. will act as 
a brake (if only temporarily) 
before she rushes out to buy a 


All those wonderful cures for 
only 30d. seems a dubious bar- 
gain. If the list of “vital times” 
had been cut by half, I believe 
the advertisement would have 
been the more powerful and at 
the same time “fit in” with the 
price, 


Offer to think 


twice about 


I see that CWS Washing 
Powders are treading in the Omo 
footsteps by offering “A gay towel 
at a bargain price” (2s. 11d.) in 
return for carton tops. House- 
wives who may have sampled the 
Omo offer will think twice about 
the CWS version . . . also, of 
course, many of the cheaper type 
of shops stock similar towels for 
only a few pence over the “bar- 
gain” price offered. 

Surf have recently attached a 


“Bargain 2d.” worth of detergent 
on to the large size packets. Any 
housewife, whether she consis- 
tently uses the brand or not, will 
tend to take advantage of this 
offer—which is why I think the 
money-back guarantee is super- 
fluous and simply acts as a “dare” 
to the buyer. I am sure no one 
could feel dissatisfied with so 
obvious a give-away, 

The whole question of 
money-back rantees has 
interested me for a long time. 
I believe, and I think that 
most women will agree, that 
this guarantee has a deroga- 
tory effect on the product 
advertised, although it would 
appear that the manufacturers 
class it in the same bracket as 
seals and awards from well- 
known establishments. 

I do not know how many half- 
used tubes of Palmolive shaving 
cream have been returned to the 
makers following their recent 
advertisements but they are 
surely very few. And Teal’s sili- 
cone wax advertisement has 
rather confirmed my fears that 
one has to supply a number of 
adequate reasons with the 
returned product before the 
money is refunded for, at the foot 
of their current advertisement, 
they state “We will refund your 


Point of Sale 


money without question!” So 
it seems that one does usually 
have to supply many reasons. 

While on the subject of this 
advertisement, I should like to 
say that, although I had not 
heard the name of Teal before, 
{ was so impressed by their 
advertisement (which had an inde- 
pendent laboratory report as an 
inset) that I left my Goddards on 
the shelf and tried one of their 
bargain “sets.” 

* * * 

PERHAPS IT is because insur- 
ance is so hard to sell that the 
advertisements are often so 
imaginative and so good. If I 
were contemplating taking out 
insurance I should have a hard 
task to choose between Northern 
Assurance (the puppets and the 
pedestrian crossing); the British 
Insurance Association (with their 
“who is in the wrong?” series), 
and Phoenix with their “historic 
arms” feature. 

* * * 

Back TO my old grumble— 
Americanisation. The other day 
I turned through the pages of a 
number of magazines and found 
five advertisements boosting the 
American angle: 

@Coty “24” lipsticks... . 
“America’s newest’—but they 
have left these words out of their 
counter showcards. 

@ Carter's Little Liver Pills. ... 
Five New York doctors recom- 
mend them. 

@ Maxwell House Coffee... . 
America’s favourite (with “That 
Skyline” in the background). 


24 Hour Quotation Service 


Guaranteed Delivery Dates 


OctoBer 19, 1956 


® Phillip Morris. ... America’s 
finest (with “That Skyline” again). 

® Gordon Moore’s cosmetic 
toothpaste. . . . Women from the 
States use it. : 

How much more impressive 
was the Twinings Tea advertise- 
ment which took a page in the 
nationals recently. It bore the 
royal seal and the date 1706. I 
like to think that all of us can sip 
with the “Nobility and Gentry.” 


Glamour card 


Ketms Cherries ala Mode 


2 SH Ply Gelciouse chery re 


The new Revlon product, “Cher- 
ries a la Mode,” has been fitted 
out with a showcard which places 
a heavy accent upon glamour. 
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iw happens in most advertis- 
ing campaigns. A point is 
reached at which several differ- 
ent approaches seem worth ex- 
ploring. Investigations have 
shown that one approach may 
reach two, three or four times 
as many people as another. So 
depending on which is used, a 
£25,000 budget may be worth 
as much as £100,000, or the 
reverse. 


The choice can be a vital 
one. 
But who is going to decide 


which approach is best in situa- 
tions like the following? 

BASIC THEME : An agency 
has the job of popularising a 
chocolate assortment. It is 
debating whether to concentrate 
on the pack and contents or to 
create an atmosphere. of “choco- 
lates for the family. 

CHOICE OF WORDS : 
selling a skin treatment, will 
shock copy or an approach 
couched in flattering terms be 
more effective? 

CASE OF BALANCE: A 
toothpaste offers glamour and 
protection against decay. Which 
of several treatments combines 
the two appeals most effec- 
tively? 

CHOICE OF TESTI- 
MONIAL: For a life assurance 
campaign, should testimonials 
be taken from well-known 
people or the man-in-the-street? 

WHAT TO FEATURE: A 
department store uses its adver- 


In 


ll 


Crucial to the success of the 
campaign is the way in which 


the public receives the message 


Testing the 


to alternative methods 


tisements as a general shop 

window. It is wondering 

whether to switch to featuring 
special lines. 

Experience alone cannot be a 
sure guide. These are situations 
in which experienced advertising 
men feel uncertainty in making a 
choice. The only true judge in 
such circumstances can be the 
public. 


Gauging the impression 


Good research does not actually 
call upon people to judge the best 
advertisement. The advertising 
audience should be treated as 
consumers, not critics. The sound 
method of testing is to find out 
what impression the advertise- 
ment has left after it has vanished 
from the screen or the paper has 
been tossed aside. 


In bringing these impressions 


Advertising Ltd. 
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Maintenance, Despatch and Fixing Services 
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not home made,” then the adver- 
tising message has missed its 
mark through use of the wrong 
vehicle. 

I have emphasised this point 
about the vehicle of transmission 
because it calls for subtlety in the 
research. Batteries of questions 
of the “Yes-No-Don’t Know” 
variety have to be eschewed in 
favour of open interviewing. It is 
a case of getting people to build 
up a picture of the advertising as 
they remember it, coloured or 
false though this picture may be, 
and then using it as a basis for 
probing their reactions. 

In presenting results to the 
client the full transcripts of 
these interviews should be given 
and not just selected quotations. 
The client is then in a position 
to make his own assessment 
and ensure that he and the 
market research man are talk- 
ing the same language. The 
artist and copywriter also need 
the verbatim replies if their 
view is not to be blocked by 
columns of statistics. What 
Mrs. Shopall or Miss Choosy 
have to say in their own words 
brings the data to life and 
enables it to be used creatively. 
Let us now look at ways of 

presenting test advertisements to 
the public. The basic technique 
is that of a split-run in the press. 
Half the copies in an issue con- 
tain advertisement A and the 
other half advertisement B. Every 
bundle of newspapers contains 


« Continued on on page 32 


ad—a guide 


By STANLEY ORWELL, 
director, Market Investigations Lid. 


to light there are two things that 
matter. 

@ Has the name of the product 

registered clearly and without 

confusion? 

@ Has the sales message been 

conveyed effectively? 

When we say that the sales 
message has been conveyed we 
mean that the idea of the adver- 
tisement has registered and that 
it has registered with enough con- 
viction to influence people 
towards making a purchase. The 
degree of conviction will not de- 
pend only on the message itself 
but also on the “vehicle” used 
to transmit it. 

If the housewife in a detergent 
advertisement is said to look 
“the sort who sends most of her 
things to the laundry” or if the 
picture of a factory where a food 
product is made suggests that 
“their food tastes machine made 


Let's talk shop.... 


Lively thinking, solidly backed by 
up-to-date printing processes, is clearly 
reflected in the quality of our produc- 
tions and our enthusiasm and ability 
to talk shop—and shoppers—intelli- 
gently. 

If you use any of these typical sites we 
can be of use to you—either with fresh 
ideas or down-to-earth quotations on 
your own designs. 

Let’s talk shop . . our telephone 
number is WELbeck 1258. 


POINT OF SALE ADVERTISING LTD. 
13, DUKE STREET, LONDON, W.1. 
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reaching 


130 


world 
territories 


The New Style 
TOY TRADER’ 
& EXPORTER 


MUST 


CARRY YOUR 
MESSAGE 


specimen copies 
on request to: 


SPEIGHT PUBLICATIONS 
(LONDON) LTD. 
Chansitor House, Chancery Lane, 
London, W.C.2 
Tel. CHA. 4569 


that the Home Counties News- 
papers Group covers some of the 
most important industrial and 
agricultural areas of Beds., Herts. 
and Bucks. 
GET THE FACTS TO-DAY FROM 
WILL KITCHEN Jnr. LTD. 


mivn ; | 


A.B.C. Net Sales Jan./June 140,285 


PER / TRADE 
S/COL a FLAT 
INCH RATE 


Represented in London by 
WILL KITCHEN, Jnr. LTD. 
131 Fleet Street, E.C.4. Fleet St. 1960 
Head Office LUTON. Phone 5050 
Manager: C. W. Gilder 


Ad. : 
Adver 


L’INDUSTRIE 
TEXTILE 


This monthly, published in 
Alexandria and circulating 
throughout the Arabic reading 
world, has announced the fol- 
lowing new rates : 
Per Page £20.0.0 
Per } Page £11.0.0 
Per }| Page £6.0.0 
5°%, discount on 6 insertions 
10°% discount on 12 insertions 
25°, extra for full page in colour. 
Specimen copies will 
be sent on request. 


Overseas Publicity & 
Service Agency Ltd., 


29 Oxford Street, W.1. 
GERrard 0737 
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Review of methods for 
testing advertisements 


the two advertisements in alter- 
nate copies. This method avoids 
artificial comparisons since each 
advertisement is seen by separate 
but equivalent sections of the 
public. 

A number of provincial news- 
papers carry out split-runs. 
Kemsley Newspapers, for exam- 
ple, offer this facility in four 
morning and seven evening 
papers. At least one London 
daily is prepared to undertake 
split-runs but only for an im- 
portant client and then for no 
size less than a half page. 


Split-run basis 


For pre-testing advertisements 
we find that advertisers frequently 
need a technique based on the 
split-run but which does not 
involve going through the 
machinery of the press. 

The folder technique has been 
designed to fill this need. In 
essence, it involves showing the 
test advertisement in its normal 
context of other advertising 
drawn from newspapers or maga- 
zines. If, say, three advertise- 
ments for cake mixes are being 
tested, they are put into three 
separate loose leaf folders. On 
other pages of each folder are 
mounted a set of advertisements 


—for example, cosmetics, 
fashions, detergents, washing 
michines and furniture. As in a 
split-run each folder is then 


shown to a separate but equiva- 
lent section of the public. 

The folder technique is flexible 
enough to fit most practical situa- 
tions. Thus, in our own adver- 
tisement reaction service, a client 
tests anything between two and 
six versions of an advertisement 
for his own brand, or he tests an 
example of his own advertising 
versus that of up to five competi- 
tive brands. 


Experiments with themes 


Proofs or cuttings can equally 
well be used in the folders, 
enabling advertisements to be 
tested before publication. Rough 
artwork has also been used on 
certain occasions in experiment- 
ing with basic advertising themes. 
This has led to considerable 
savings in money and time. 

Can other media be tested in 
similar ways? 

Splitruns and the folder 
technique cannot be translated 
directly into another medium. 
However, methods have been 
developed for testing television 
commercials in finished form 
and at the rough-cut stage. 
cinema filmlets and shorts, and 
various forms of outdoor adver- 
tising. There is not space in 
this article to describe the 
techniques used, but they have 
proved as valuable as those 
employed for the press. 

To sort out the part that adver- 


tising plays in the selling process 
usually calls for an elaborate 
experiment. In Nottingham, let 
us say, the advertiser uses one 
approach, in Leicester another. 
Sales are checked through shop 
audits in both towns. Most 
advertising agencies and their 
clients, working against time, 
competitors and rising costs, can 
afford very few experiments of 
this kind. Still, there are occa- 
sions when. a sales check would 
be useful. 

There is an alternative to the 
elaborate experiment. The folder 
technique provides a _ unique 
means of testing sales reaction in 
the following way. 

Take the case of two advertise- 
ments, A and B, for a shampoo. 
Each is shown by the folder 
technique to a separate sample of 
women. At the end of the inter- 
view women are told that if the 
advertisement interests them and 


“GOOD research does not 
actually call upon people to 
judge the best advertisement. The 
advertising audience should be 
treated as consumers not critics. 
The sound method of testing is 
to find out what impression the 
advertisement has left after it 
has been tossed aside.” 


they buy the shampoo they can 
then claim a _ refund against 
evidence of purchase. 

The refund acts as a device for 
obtaining a record of buyers. 
The test is realistic in that women 
have to make the effort of going 
to the shop and buying the sham- 
poo. More women will buy 
because of the refund but it is the 
difference between the groups 
shown advertisements A and B 
that counts. 

A product test can be carried 
out at the same time by getting 
women to give their reactions to 
the shampoo in claiming the 
refund. Advertisements for many 
types of goods priced in shillings 
rather than pounds may be tested 
in this way, including groceries, 
chemists’ goods and some cloth- 
ing and hardware. 

One warning though. 

A sales check on advertising 
will only bring out major 
differences in selling power. If 

‘the difference between two 
advertisements is a minor one, 
the ordinary folder technique 
is a more sensitive indicator. 

We are often asked how far 
advertisement testing is actually 
being used at the present time. 
During the past year, five of the 
largest advertising agencies in 
Britain between them carried out 
over 160 pre-tests in various 
media. As an executive of one 
of these agencies said, “we aren’t 
encouraged to spend money on 
fiddle-faddle. If we put so much 
into advertisement testing it’s 
because it shows fesults.” 
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"He'scarrying| 
a dozen 

six-foot 

_ poster 

Dry sites! 


a ee Mita 


Yes! Each of these tubes is a ‘‘ Posterpack’’!! 
And even when you see a “‘Posterpack’’ assembled 
in some 20 seconds it is hard to believe that sucha 
dominating free-standing Display—nearly 6 feet 
tall—can come out of a 4’ x 23” tube! 


Think how many will go comfortably in his car— 
twenty? thirty? even forty or more! He’ll have 
one or more of these solus point-of-sale sites carry- 
ing your message strategically placed with every 
call he makes. 


**Posterpack’’ gives you maximum impact in 
minimum space, at low cost, plus speed of produc- 
tion to fit in with any campaign, plus ease of 
transport and erection by your Representatives. 


**Posterpack ’’ can stand in any part of a window 
or shop floor without disturbing other Displays. 


So ‘‘Posterpack’’ is ideal for Special Offers, 
for which it is usually difficult to get Dealer co- 

We want to show YOU the “ Posterpack”’. operation ; for Demonstration announcements ; for 
Just ring EUSton 5351 and we'll be right the introduction of new products or, indeed, for 
any type of Point-of-Sale advertising. Prices as 


round. It’s an Ad-Man’s dream come true. low as 11/- each for 1,000. 


Prov. Pat. No. 26323/56 


LEON GOODMAN DISPLAYS LTD 


HOUSE OF IDEAS - 119-125 WHITFIELD STREET - LONDON W.1- EUSTON 5351 
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These famous products 
are being advertised in 
the DAILY MIRROR week 
beginning Oct. 22nd 


For extra business, extra profits ... 
display these brands on your counters, in your windows. 


Be sure customers see that you are their nearest stockist. 


biggest daily sale on earth DAILY MIRROR 


i ———EEEE 34 Ocrower 19, 1956 

( Brangs ) iy / i etc 
' mim || 2CEstiy; | J 
em |”? | 
Z Jee We Bem with @ glass of ly; aes 
j . OSS il, (ae 
. fo Qo" | Ae 
| ‘MEAT PAST ome ee ae | \ Ee 
‘ Bh, CHICKEN j wtih 
i -. "Gwen 4 Ii ) 
: \.2 o See 
ae Z 


OcroBer 19, 1956 ADVERTISER'S WEEKLY 


OVEN 


BAKED BEA 


Tomato saucé 


* 12,789,000 readers of 
the Daily Mirror will 
see these advertisements. 
That’s one in three of all 
shoppers in your area. 


% I.P.A. Readership Survey. 


Tell your other suppliers, the 
support you want 1s brand advertising 
in the Daily Mirror. 


moves goods nationally, regionally, LOCALLY 
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To media planners wanting to reach farmers 


It is the COUNTY WEEKLY which catches the farmer in a receptive mood. 

Here is a list of papers in the Westminster Press Group which have 

a very high readership among farmers in their respective districts. 

Dates are given of the special Agricultural Supplements so far scheduled 
for the Spring of 1957. 


Northumberland Gazette 
Annual Survey of Agriculture: March 


Durham County Advertiser Series 
Agricultural Supplement: March Bedford Record Series 
Yorkshire Gazette & Herald Biggleswade Chronicle 
Agricultural Feature: February and Bedfordshire Gazette 


Wiltshire Gazette & Herald Oxford Times 
Agricultural Supplement: March 


North B ! 
Bedfordshire Times & Standard - erks Herald 
Agricultural Feature: February Darlington & Stockton Times 


Barrow News Series 


Westmorland Gazette 


THE AGRICULTURAL WEEKLIES 


OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 


LEEDS OFFICE: LONDON OFFICE: 
11 Albion Place P.O. Box 265a _— 
Leeds 1 , 167/170 Fleet Street, E.c.4 26 Cross Street, Manchester2 
(Leeds 24998) (Fleet Street 3265) (Blackfriars 3930) 


MANCHESTER OFFICE: 
Midland Bank House 
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HERE are about 524,000 

agricultural holdings in 
the United Kingdom, of which 
315,000 are in England, 55,000 
in Wales, 73,000 in Scotland, 
and 81,000 in Northern Ire- 
land. About three-fifths of 
the total holdings are under 50 
acres in size, but 97,000 (18 
per cent) are over 100 acres, 
and 15,500 (nearly three per 
cent) over 300 acres. 

The provisional results of the 
June agricultural returns in 
England and Wales for 1956, 
together with a comparison for 
1955, are shown in an accompany- 
ing table. 

Farmers increased the area 
under crops for this year’s 
harvest by 301,000 acres (three 
per cent), and compared with last 
year there has also been an 
increase of three per cent in the 
total of cattle and calves. Sheep 
were up by three per cent, includ- 
ing an additional 319,000 ewes 
kept for breeding. Total pigs 
were lower by 255,000 (five per 
cent), but gilts-in-pig increased 
again after the sharp fall last 
year. The total of females for 
breeding showed a slight increase. 
Fowls increased by 44 million, in- 
cluding an extra 800,000 turkeys. 


Supplies in percentages 


According to recent estimates, 
of our total use of wheat, barley 
and oats, home production now 
supplies about half; 35 per cent 
of the wheat, 82 per cent of the 
barley, and 99 per cent of the 
oats. These figures, quoted 
recently in The Times, disregard 
other grains, such as maize, 
which are to some extent inter- 
changeable with them. 

The increase in efficiency which 
the 1947 Act was designed to 
promote has continued and the 
report of the production division 
of the Milk Marketing Board is a 
tribute to the progress of dairy 
farming. 

The average yield of all dairy 
herds is now about 685 gallons 
and of recorded herds (one-third 
of the total) 779 gallons. An all- 
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| sileihrome. 


‘Advertiser’s Weekly’ Market Research 
Team investigate an industry undergoing 
several basic changes 


Farm workers have more to 
spend in rural markets 


time record milk production in 
the year ended March, 1956, 
came from a good harvest, includ- 
ing hay, in 1955 and an increase 
in the rate of spring calves. 
Some 60 per cent of the cattle 
are now attested and more than 
half the cows in the country now 
conceive artificially. 

The advances in all branches 
of farming have taken place not- 
withstanding a decrease in the 
numbers employed. 

For the first time since the 


end of the war, the June 
census has revealed a lower 
figure than in June, 1939, for 
the total of all workers. The 
decline in the numbers em- 
ployed has not been surpris- 
ing when it is considered in 
relation to the widening gap 
between the earnings of farm 
workers and those of industrial 
workers. 
In 1950 the gap was £1 13s. 2d., 
but according to figures quoted 
in June this year by the president 


!Taking a look at the end product} 


A comprehensive and highly attractive display of produce from 
British farms was on show at the National Farmers’ Union stand at 
the Food Fair, held last month at Olympia. 
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of the National Union of Agricul- 
tural Workers, the differential 
had increased to £3 5s. 4d. The 
actual figures were £11 2s. 11d. 
for an average week of 49 hours 
in industry as compared with 
£7 17s. 7d. for an average week 
of 52 hours in agriculture. 

The majority decision of the 
Agricultural Wages Board to raise 
the men’s minimum wage by 6s. 
per week to £7 Is. Od. was not 
a surprise to farmers, but it is 
estimated that the award will add 
some £10 million to £12 million 
to costs in a full year and the 
Minister has announced that 
farmers cannot have an adjust- 
ment in guaranteed prices to 
help them to meet the increase 
in labour costs. 


Cause of increase 


The advance in output is a 
direct consequence of the in- 
crease in mechanisation and the 
new techniques which have more 
than offset the loss in manpower. 

Reference has been made in 
previous reviews in this journal 
to the growth in the use of 
machines. An example of the 
continuation of this trend is 
afforded by the estimate of 30,500 
combine harvesters now in use in 
Great Britain, an increase of 
2,000 on last year and about 
10,000 more than in January. 
1954, 

Unfortunately, no official up- 
to-date figures are available for 
the number of machines of 
different types now in use, but as 
long ago as the census of 1954 
there were already 200,000 more 
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power units on the farms than 
there were men, women and 
juveniles, casuals and regulars, in 
the agricultural labour force— 
and that was without counting 
the machines and implements 
which are driven by, or hauled 
by, those power units. 

Of particular importance this 
year are grain dryers, and while 
estimates suggest that there 
was about one grain dryer 
operating for every six com- 
bines at the end of last season, 
reports from manufacturers 
during recent months speak of 
an exceptionally large number 
of new orders. 

New ideas (apart from the in- 
troduction of new machinery) are 
very much in evidence in the 
industry. One example is the 
application of atomic energy. 


European inquiry 
The need for co-operation in 
the use of atomic energy in agri- 
culture and for co-ordinated 
studies of the different aspects of 
the subject was agreed upon at a 


THE AGRICULTURAL MARKET 


Quickening development of 


produce pre-packaging 


meeting‘of the European commis- 
sion on agriculture held at the 
Food and Agricultural Organisa- 
tion of the United Nations head- 
quarters in Rome in May this 
year. 

Many countries are already 
experimenting — and indeed 
specialising—in particular aspects 
of the diverse problems involved. 
Norway, for example, has already 
begun to work on the use of radi- 
ation to extend the storage life of 
fruit and vegetables and has also, 
like Sweden, a comprehensive 
programme for _ investigations 
concerning radiation - induced 
mutations in farm crops. 

Farmers are using more ferti- 
lisers, and in fact there has been 


Consumption of Fertilisers (Tons) 
(Effective Plant Food) 
: —— ; ; 
Nitrogen } Phosphate Potash 
aaa. (3. as 59,248 170,500 75,000 
ME a ae ee 184,564 416,000 196,000 


Source : The Times, July = 1956. 


tremendous progress in the use of 
fertilisers since 1939. Nitrogen 
consumption has multiplied four 
times, phosphate (as P,O,) more 
than doubled, and potash is three 
times as much. 

The first British-made granular 
fertiliser was introduced in 1927, 
and the first granulated com- 
pound in 1928. By 1939 the total 
consumption of granular pro- 
ducts was less than 150,000 tons 
a year. This year it is approxi- 
mately 24 million tons, and a 
table shows the consumption of 
fertilisers immediately before 
the wareand 10 years later in 
terms of effective plant food. 

For 1955-56, nitrogen  con- 
sumption is approximately 50 per 
cent higher than in 1948-49; phos- 
phate is slightly down and 
potash is up significantly over the 
same period. 


Improved buildings 


As regards fixed equipment on 
farms, a writer in the District 
Bank Review, discussing the 
scope for improvement, men- 
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tions that well over 50 firms are 
engaged in the whole-time manu- 
facture of farm buildings, and 
that several hundred new build- 
ings are going up each week on 
farms all over the country. 

One company alone will have 
completed orders worth £1 
million by the end of this year. 
The authors (Cheveley and 
Price) of Capital in UK Agricul- 
ture estimated that the expendi- 
ture of no less than £440 million 
in this way over the next five 
years would be a_ thoroughly 
sound investment in terms of 
extra home-produced food at a 
price the consumer would be 
prepared to pay. 

In the marketing sphere, and 
particularly for horticultural 
produce, a recent development 
has been the growth in pre- 
packaging. According to a re- 
port appearing in July this 
year, just over a year ago a small 
number of growers with limited 
funds and little equipment 
started pre-packaging _ horticul- 
tural produce. During the year 
ended December, 1954, 100,000 
pre-packs only were marketed 
and these under heavy subsidy. 

In the month of June, 1956, 
according to the Produce Pre- 
packaging Development Asso- 
ciation, some six million 
pre-packs were sold, and the 
association is confident that in 
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FARMING TODAY 


The successful farmer keeps in touch with the latest 
developments in mechanisation and techniques. He 
also keeps in touch with local farming news and topics. 


The Bampshire 
Telegraph & Post 


is the paper trusted by the farming community 
throughout Hampshire, Isle of Wight, and West 
ussex. 


IF YOU WISH TO EXTEND YOUR SALES IN THIS 
EXTENSIVE AGRICULTURAL AREA 


Take space in the next issue 


«oo ae! 


LONDON OFFICE : 85 FLEET ST., E.C.4. Telephone FLEet St. 2845 


Berrow’s 
Aericultur al R ewspapers 


Ben t60m Supplement 


STOURPORT 
NEWS) 


WELLS MAIL bee a J 


+ 
EOMINSTER 3 
NEWS i 


DOUBLY INTERESTING—Such supplements as these are both local and 
topical in their appeal, and so (like the 12 weekly papers in which they appear) 
they are doubly valuable in advertising to the farmers of Worcestershire and 
Herefordshire. 

GROUP RATES and details of future suppl will be supplied gladly. 


Berrow’s Newspapers Ltd., Berrow’s House, Worcester 
London Office: . Manchester Office: 
64 Fleet Street Cromford House, Market St. 
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£600 million a year spent 
on farming requisites 


the autumn the figure will be 

considerably increased. 

The development involves a 
complete change of emphasis on 
the part of the grower. Whereas 
formerly his concern was in bulk 
packaging and delivery for the 
wholesaler, it now lies in unit 
packaging prepared for the con- 
sumer in a manner which makes 
it attractive and not too costly. 

Reference has been made in 
earlier reviews to the discussions 
by landowners of the problem 
of farm rents, and it is of interest 
to record that the Ministry an- 
nounced at the end of July that 
the Department of Estate Man- 
agement at Cambridge University 
is to carry out a survey of agricul- 
tural rents in England and Wales. 
An accompanying table, pub- 
lished recently, compares the 
value of gross receipts from 
agricultural holdings with farm 
wages and with farmers’ net 
incomes and with the official 
computation of the “rent and 
interest” item in farm costs. 

Avoiding a crisis 

The foreign currency saving 
resulting from the increase in net 
farm output to some 55 per cent 
above the pre-war level has been 
estimated at various amounts 
between £200 million and £400 
million a year, and a return to 
the pre-war level of output would 
produce a major economic crisis. 

On the other hand, is a subsidy 
bill of £225 million per annum 
too high a price to pay for the 
benefits obtained? While the 
resources which this money 
represents could probably be used 
effectively in other industries, it 
is indeed questionable whether 
the goods produced (of which 
some would be for export) would 
either replace imports or bring in 
foreign currency, under present 
world trading conditions, to the 
same extent as the benefit from 
increased agricultural production. 


Expenditure of farmers 


Moreover, ancillary industries, 
such as the farm machinery and 
fertiliser industries, which have a 
flourishing export trade, depend 
to a large extent on a healthy 
home market for the economies 
of large-scale production. The 
government's figures indicate that 
farmers spend some £600 million 


Agricultural Returns 
England and Wales 


Acreage of Crops and Grass 
(7000 Acres) 


June, 


Wheat 
Barley . 
Oats 
Potatoes : 
Temporary grass in- 
cluding Lucerne... 4,158 
Permanent grass 11,030 


annually on industrial farming 
requisites, and ICI in a recent 
publication stated: 

“Certainly British agriculture 
is ICI’'s most important and 
biggest customer. There is not 
a Division that does not supply 
the farming industry with pro- 
ducts of one sort or another.” 
The end is accepted and dis 

pute only arises over the means 
of maintaining a flourishing, ex 
panding and efficient industry. 
The present system of crop and 
livestock production subsidies 
tends to be a_ hand-to-mouth 
existence, and one wonders if 
something more of the nature of 
incentives and aid to increased 
capitalisation in specific branches 
ig not perhaps a method worth 
exploring. And the Minister's 
words, uttered in the House in 
April this year, suggest that the 
government is also thinking along 
new lines. 

“We realise the importance of 
adequate capital for permanent 
equipment for efficient produc- 
tion. ... At present, with the 
paramount need ‘to restrict capi- 
tal expenditure, the extension of 
that scheme to a wider sphere 
cannot be contemplated, but in 
the longer term much advantage 
would, [ feel sure, result if the 
bigger part of the government's 
financial support to agriculture 
could be channelled to grants 
towards permanent  improve- 
ment. 

“When the existing temporary 
restrictions are relaxed, I can 
assure the House that a possible 
development on those lines will 
be considered most carefully, be- 
cause I believe it will be some: 
thing of special benefit to the 
small farmer.” 
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| Value 
o 
farm 


receipts 


1938—39 , <a: eee 
194445. 594 
1955—S6 1,364 


£ million 
299 


Source: The Financial Times, June 15, 1956. 


{ Gross Receipts, Incomes and Rent } 


Net Official 
income calculation 
of rent and 

interest 


Minimum | 
agricultural | 


7) 
wage farmers 
| 


6 553 
70 0 o5t 
| 299 


s. d, £ million | £ million 
34 | a 
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46 
135 0 8k 
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Although problems continue to beset 
the financing of agricultural 
promotions, there is a— 


Big future for advertising 
with pre-packed produce 


says MONTAGUE KEEN, 


OR an_ industry which 

spends practically nothing 

on advertising, British agricul- 

ture is uncommonly advertis- 
ing conscious. 

An indication of this was the 
formation of a_ high-powered 
committee of the National 
Farmers’ Union headed by Sir 
James Turner, its president, with 
his deputy and vice-presidents 
and most of the chairmen of 
commodity committees. The 
purpose was to make recom- 
mendations on the future develop- 
ment of the union’s publicity and 
public relations policy. 

Behind this development lay a 
story of prolonged argument and 
frustrated effort from growers 
whose anxiety to obtain sales 
promotion for their produce had 
so far been matched only by the 
inability to discover ways to 
raise the necessary cash. 


Fund-raising problem 


The chief trouble with most 
plans for obtaining money on a 
voluntary basis from manufac- 
turers or producers is the danger 
that the enthusiastic few will pay 
through the nose to benefit the 
lethargic majority. The union, 
after much heart-searching, de- 
cided that for fruit and vege- 
tables, whose sales and prices 
have inevitably been affected by 
strongly promoted branded 
manufactured food-stuffs, the 
only fair way of doing it was to 
promote a marketing scheme. 

To those uninitiated in the 
higher political mysteries of the 
agricultural world, this sounds 
meaningless, but the simple fact 
is that a marketing board pro- 
moted under the Agricultural 
Marketing Acts (1931 to 1949) is 
the only legal avenue open to 
agricultural producers to enable 
money to be raised fairly and 
thus compulsorily from growers. 

The union is therefore now 
engaged in promoting a market- 
ing scheme whose chief object 
is not to interfere in any way 

with marketing but to set up a 

representative board which can 

raise a levy from growers for 
publicity. 

It is intended that a substantial 
part of the money thus raised will 
go to promote produce graded 
and packed to certain specified 


editor, Fruit Trades’ Journal. 


standards and marketed under a 
nationally known label brand. 

It can be said that the effect of 
the scheme, if it is voted into 
existence by two-thirds of the 
growers concerned and provided 
it successfully runs the gauntlet of 
Parliamentary approval, will not 
simply be advertising of home- 
grown fresh fruit and vegetables 
in general but a special brand of 
home-grown fruit and vegetables 
in particular. 

About 18 months ago in 
ADVERTISER'S WEEKLY I wrote: 
“There is one sphere where ad- 
vertising may come to play a 
tremendous part. This is in the 
pre-packaging of fresh fruit and 
vegetables, which has already 
established itself as an important 
industry in the United States.” 

Since that was written there 
has been a remarkable spurt in 
what is still an infant industry 
in British agriculture, and al- 
though some years may still have 
to elapse before anything on a 
truly national scale can be de- 
veloped, all the elements are 
there. 

Pre-packaging enables the pro- 
ducer or packer of fresh fruit and 
vegetables in this country to get 
his own goods into the shops 
under his own brand label for the 
first time. Hitherto in bulk mar- 
keting (Which will continue to 
remain the principal method of 
selling fruit and vegetables for a 
long time to come) the identity of 
the grower or packer is lost dur- 
ing the marketing process. 


No absolute guarantee 


The difficulties for sales pro- 
motion of fruit and vegetables 
are far greater than those which 
beset manufactured products. It 
is a bad principle to publicise 


goods which the public cannot’ 


buy and until nature can be con- 


trolled, there can never be any | 


guarantee that particular com- 
modities will be plentiful when 
consumers are urged to buy them. 

More important still is the 
problem of ensuring that the pro- 
duce publicised is worthy of the 
money which has been spent 
upon it. Is the rubbish to be pub- 
licised with the same assiduity as 
the best quality? 

These are among the problems 
which the National 


solve. It is a long-term process. 
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AP 


The EMAP GROUP covers the 
area where 


FARMERS BREAK RECORDS! 


@ World Record for Barley production in 
1955 (61.17 cwt. per acre near WISBECH) 


@ World Premier Winter Wheat Award at 
Toronto Winter Fair, 1955 (award won by 
a firm in SPALDING) 


@ Record Sugar Beet production of 15-17 tons 
per acre (SPALDING) 


15% of Britain’s agricultural workers work in EMAP 
area 


11% of all tractors in England are in EMAP area 

16.2% of all combine-harvesters are in EMAP area 

14%, of England's arable land is in EMAP area 

We recently issued a brochure giving considerable information 


about the EMAP Group. If you have not seen a copy, please 
write for one mentioning this advertisement. 


EAST MIDLAND ALLIED PRESS LTD. 
Group Advertisement Controller : 
JOHN NUTTALL, 8 Breams Buildings, Fetter Lane, London, E.C.4 
CHAncery 2555. 


i Farmers’ | 
Union are now attempting to | 


ASK THE RURAL POSTMAN 


He will tell you, perhaps forcibly, that his 
Saturday morning load is heavier and his 
journey longer because he delivers to every 
isolated Farm House a copy of the 


CUMBERLAND AND 
WESTMORLAND HERALD 


Published at Penrith, chief centre of the two 
counties prosperous farming area, the Herald’s 
main circulation is in the villages, hamlets and 
farmsteads. 


The Audit Bureau of Circulations may certify 
a net sale of 18,310 copies per issue, but the 
Rural Postman knows just what that means. 


Approximately One out of Every Seven Copies is Posted 
to Individual Subscribers. 


They don’t mind the extra postage—they MUST have 
the Herald every Saturday morning. 
14-15 King Street, 
Penrith. 
Telephone: Penrith 2079 


D. L. Clackson, 
80 Fleet St., E.C.4, 


Telephone: FLEet St. 2626 
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ROM time to time, 
philosophical circles ol 
this business, advertising is 
described as a “mirror of the 
nation’s buying habits” and a 
“barometer of social change.” 
This is good debating society 
stuff, the raw material of an 
evening's discussion which can 
only lead one to the last train 
from Waterloo. 

Every nation, of course, gets 
the advertising it deserves—that 
is to say, every nation that is 
reasonably free from dictatorial 
or semi-dictatorial influences. 

Yet only a brilliant social his- 


in the 


torian, living two or three 
generations hence, could view 
our present mercurial buying 


trends in proper perspective and 
establish with some degree of 
accuracy just how much the 
ublic influence advertising and 
how much advertising influences 
them. 
One day, advertising sets a 
fashion; the next day it fosters 

a public desire which has 

sprung from who-knows-where. 

Sometimes, in an overcrowded 

market, it conveys a quite 

false impression of the intrin- 
sic public interest in the par- 
ticular products advertised, 

And always—even in the best- 

regulated companies—adver- 

tising policy is steadily if 
hardly perceptibly changing. 

Imagine the predicament of a 
modern Rip Van Winkle para- 
chuted into Britain to investigate 
current eating habits and having 
been instructed to base his find- 
ings solely on the advertisements 
and posters which he happened 
to see. 

Looking through the women’s 
magazines he might well gain the 
impression that Englishwomen, 
when not engaged in washing 
their clothes or their hair for the 
sheer joy of it, were preparing 


brie ="~ 


STANDS FIRST AND 


FOREMOST IN LONDON 


AND PROVINCES 


PRINCIPAL 


BRANCHES 


REVIEW OF POSTER ADVERTISING 


Octosper 19, 1956 


In the opinion of STUART LEWIS, if 


he were to try to judge our social 
habits from current posters— 


Rip van Winkle would 
be gravely misled 


The latest poster for the D. H. Evans store, 
selling line : 


sumptuous and exotic dishes for 
their delighted families. 

Turning to posters, he would 
find the women still washing 
clothes, but not their hair. More- 


wrt 


Eg | 


Very prominent among the brilliant illuminated displays along the 
front at Blackpool has been this one for National Savings . . . 
looked down the calendar and sor a Father Christmas. 


which 


includes a very direct 


“I'm going to choose a coat at... 


over, he would become slightly 
disillusioned about the culinary 
genius of the British housewife. 
Almost certainly he would decide 
that the local food depended 
more on tasty trimmings to make 
it palatable than on the way in 
which it was cooked. 

And his confusion would be 
complete. 


Trimmings are represented 


As we can see for ourselves, 
the nation’s dietary trimmings 


are well represented on_ the 
hoardings. The variety of choice 
is excellent. Clearly the demand 


is big, constant and rewarding, 
Most of us, however purist or 
addicted to continental cooking, 
yield at some time or another to 
the piquant flavour of a bottled 
sauce or condiment. 

Yet significantly—and often 
rather absurdly—the advertis- 
ing of this group of products 
tends to adopt the language of 
the “haute cuisine,” or more 
strictly speaking, that of the 


BORO 


MANCHESTER 


112 HIGH HOLBORN, W.C.1. 


BIRMINGHAM 


stock-in-trade chef in low 
comedy. 

The Bisto people are not satis- 
fied with showing a colour photo- 
graph of a plate of food being 
anointed with rich brown gravy, 
together with their two engaging 
kids and the _ time-honoured 
slogan “Ah! Bisto.” They have 
to go and add the words “the 
crowning touch.” 


Touch of master 


And not long ago I remember 
seeing a salt poster in which 
Philip Harben was associated 
with the phrase “. . . and now the 
Master Touch.” 

So it goes on. 

There is a current poster for 
Heinz Tomato Ketchup which 
says, “You and Heinz together 
add the final tasty touch!" 

But this latter slogan at 
@ Continued on page 44 


Prepared by the Western Region 

of British Railways, this poster 

contrasts the ease of rail travel 

with other methods of getting 
about. 


FOR ENTERPRISE 


LEEDS 


WATFORD 


SOUTH COAST 
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THE BEATEN TRACK 


sae have fixed travel habits. Men go this way to 
work. Women go that way to their shopping centres. 
Together they go another way to places of entertain- 
ment and sporting events. What are those beaten tracks? 
We can tell you at Outdoor Publicity. We are adver- 
tising agents who specialise in outdoor publicity, and we 
spend a great deal of time in plotting and analysing 
those travel habits. Our researches, plus an accurate and 
up-to-date knowledge of the position and value of ad- 
vertising sites available, mean that all our campaigns 
are planned with the assurance that every penny avail- 
able is spent to the very best possible advantage. 


ADVERTISER'S WEEKLY 


At 27 Old Burlington Street we have some intriguing 
displays showing the results of our researches into 
people’s travel habits. If you are interested in outdoor 
publicity we should like to show you these—and other 
graphical demonstrations of the way accurate informa- 
tion is intelligently applied in planning our campaigns. 
Why not arrange a visit soon? 


f 


27, Old Burlington Street, London, W.1, Telephone: REGent 4206 
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Sheldons.. should 


you have any doubt as to 

whether Poster Adver- 

tising could increase your 
sales 


Their experience is second to none and 


they are able to advise you how to place 


a Poster campaign of national or local 
appeal which leaves nothing to chance. 
Should your 


requirements not be 


practical they will tell you so too. 
Pa - 
eldaons [td 
ONE! ONS, GEMM i | Fa 
SHELDON HOUSE“QUEEN STREET: LEEDS | 


GICIAIICIC SII Ie SoIEIEICI Se So Soo 


WH 


Our recently completed, fully visual system 
for the planning, servicing and checking of 
all Outdoor Advertising operations is based 


It is 
designed to cope successfully with the ever 
increasing demands of today and tomorrow 
—and so to maintain the high standards of 


on 67 years of practical experience. 


efficient service, always associated with our 
name in the Outdoor Advertising field: 
May we show you how we do it? 


% 


WALTER HILL & CO., LTD. 


OUTDOOR ADVERTISING AGENTS 


67-69-71 Southampton Row, LONDON, W.C.1 
Telephone ;: MUSEUM 8701 (5 lines) 
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_ An Underground poster 
that beats the rhyme 


The latest of the 
“Bridge that gap” 
series of posters 
for Cadbury's 
wafer snack, fea- 
tures a _ swaying 
strap-hanger intent 
upon reading a 
newspaper (un- 
specified). 


Orne Apt aN a 


least brings the housewife. into 
the picture and implies that she 
plays some part in the delicious 
result. It even subtly suggests 
that she is a pretty good cook 
and that Heinz can lend her a 
helping hand. It is friendly, 
and agreeably modest. 
There is a good deal to be said, 
too, for the appeal used for OK 
Sauce. 


Firm promise given 

_ We are shown the bottle ris- 
ing from a cluster of fruit, ac- 
companied by the jingle, “Fruits 
and spice and all things nice.” 
And here the housewife is given 
a positive promise—of good in- 
gredients 

I like the Oxo cube masquerad- 


ing as an ox, but I feel that the 
slogan “the flavoury cube of 
savoury fame” is not too happy. 
To my mind this is just another 
piece of advertising jargon which 
says very little indeed. 

* * 


* 

THE OTHER day I saw a London 
Transport poster which, for 
everyday usefulness and quiet 
common sense, beats all the jolly 
rhymes which tell us how to get 
to Epping and other near-rural 
parts. 

London itself is a very big 
place; and Londoners, to say 
nothing of provincial and 
foreign visitors, can easily get 
lost in it. Hearty congratula- 
tions, then, to London Trans- 


@ Continued on page 46 


{Lit up fox boosts special steels | 


This outsize in foxes forms part of a large illuminated sign manufac- 
tured for Samuel Fox & Co., Ltd., of Sheffield, by Claude-General 
Neon Lights Ltd. The sign is lit up by shaped white tubing super- 


imposed in the outline seen above. 


The remainder of the sign is 


composed of the name “Samuel Fox” in 44-feet letters illuminated by 
light green tubing. 
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COMMERCIAL : 


MOTOR OIL 
é i Nae 


LONDON AIRPORT 
Cowling Signs are seen — everywhere 


- == = «a «=e ‘ 
THE COWLING } 4 
GUARANTEE Ar 


Every Cowling sign 


“| 


plate is guaranteed 


for 3yeas anit 1 The signs that are made j 


ll ito sell first and LAST 


DISCOLOURATION or 


DETERIORATION. N. L. Cowling (Chariton) Ltd. 
Unless caused by Armstrong Gardens, Woolwich Road, 
mechanical damage London, S.E.7. Telephone : Greenwich 0051 /2/3 
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Underground posters that 
tell you where you are 


| port for starting to post large- nounced what was going on—the 
scale maps of the district atthe Motor Show—in red DayGlo on 
| exits of their Underground black panels. 


stations. It also stated when the show 
WHEN IN | These maps, each of which has would take place. 
| its particular station clearly At the top of the poster, how 


marked in the centre, not only ever, appears a pale blue smudge. 
show all the surrounding streets On closer examination one deter- 


| but also every individual house, mines that this is the silhouette 
| pub, church, hospital and other of 3 car. I know that in such a 
| relevant landmarks. The caption poster it is impossible to depict 


to these maps is simply: YOU the outline of any particular make 
ARE HERE. of vehicle—but surely this time 

Example for buses anonymity has been carried.a bit 
that, ‘°° far. 


YOU MUST SEE 


I strongly recommend 


having made this excellent start, 
London Transport follow the Shocking — parents 
example of Paris and name their The new design for Lyons 


* bus stops. If, for example, a bus family brick is interesting in one 

Kt ff ] stop were clearly labelled “Bond important respect. It shows a 
e 1e . Street,” “Kingsway” or “Nag’s couple of grossly exaggerated 

RRR oN Head, Islington,” a great deal of cartoon-children saying, “Hey! 
confusion, worry and bad temper What's for afters?” Shocking, 
would be avoided. A lot more perhaps, to some of the more 
people would know just where susceptible mums—but if Lyons 
they were. are appealing to the modern 
POSTER SITES * * * young, why ever not use a visual 
THIs YEAR'S poster for the idiom that is understood and 


Motor Show did its job in the accepted—that of the cartoon 
most perfunctory way. It an- comic? 


Bhowing £ one facts about a pee a 


3,000 POSTER SITES} 


with complete coverage 
of the Manchester Area i 


Manchester Poster Sewulllll Ltd 


27:29:31 Bootle Street, Deansgate, Manchester 2 e 


Historical facts (e.g., “Where the Prince Regent dallied with Dolly’) 
| are recorded in this Devon poster, which has been prepared by the 
| Western Region of British Railways to stimulate travel to the county. 


a a 


Spacebuyers’ 


im The PRINCIPAL SUPPLIE 
Guide BUSINESS GIFTS and 
| As a guide to 1957 appropriations cheap'GIVE AWAY 


we are pleased to announce that 
| THE PLUMBER & JOURNAL OF 
HEATING will not be increasing its 
advertisement rates on contracts 
placed and accepted before the end 
of this year—your current rate card | 
is still O.K. Further supplies and | 
specimen copies available from the | 
publishers. 
DALE REYNOLDS & Co. Ltd. 
| 32 Finsbury Square, London, EC2 


BULLETIN SERVICE 
BUT AT 
POSTER PRICES 


PADDINGTON 0186/7 


HENDON BILLPOSTING COMPANY 
37 SPRING STREET, W.2 
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ART WORK—WHY WAIT LONGER—WHY PAY MORE? 


SCRAPER by -"s HUMOROUS DRAWINGS 
MALCOLM MORRIS by 


PETER COCKERILL 


@ Many of the 
best agents are using 


us—why not you? 


, @ In addition to specialist artists, we give a 
Malcolm Morris is a brilliant specialist in head and figure tip-top general studio service—retouching, 
scraper. His work is available without undue delay and at scraper,! lettering, still life, layout and design. 
reasonable prices. QUICK SERVICE — REASONABLE PRICES 


Specimens and FW. Sellar, MASTER ART LTD., 12 Orange St., W.C.2. WHI. 2979 


2,000 catalogues of 400 pages 
collated and bound per hour. 
These are the production figures 
of the machine illustrated—a 
recent addition to our modern 
factory and the first of its size to 
be installed in the country. No 
wonder we are crowing about it. 


You can always be certain of a 
better—quicker printing service 


at 


My & Sons al 


WHITEHALL PRINTERIES 
Phone: eos 32341 LEEDS 12 


ALSO AT— LONDON - MANCHESTER ~ BIRMINGHAM - GLASGOW ~ LEICESTER 
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The eight papers of th “KENTISH TIMES” Series 
have an intense coverage throughout 130 square 
miles of the County with an average weekly 
net sale (A.B.C.) of 


PLAT RATE 26/= PBR $/C INCH 


Largest Net Sate in Kent 


89,826 


KENTISH TIMES © 


SERIES 


WELLINGTON JOURNAL « 


SHREWSBURY NEWS 


NET SALES 00.300 WEEKLY (ABC) 


London Representative 
DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 (Fleet St. 2626) 


‘* CLASSIFIEDS ”’ 
PULL 


in 
Advertiser’s 
Weekly 


Phone yours to 
WATERLOO 3388 


Most of the teolly 
goor. ENLARGEMENTS 
ahe made ty 


AUTOTYPE 


AUTOTYPE COMPANY LTD., 
Brownlow Rd., London, W.13. Ealing 2691 


= 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


Intensively cover the populous 
and prosperous area of South- 
West Middlesex 


44,509 


136 HIGH STREET . 
HOUNSLOW 


Phone : HOUnslow 0016-7-8 
London : George Jackson, 
Clifford’s inn, E.C.4 HOL 36l! 
Founder Member London Suburban 
and Home Counties Press Group 


WARNES 
DIRECT MAIL SERVICE 


LONDON’S SPEEDIEST MAILING 
SERVICE. in today—out tomorrow 
Ask our representative ALham 
to call. Keen quotations. 

Van Collections. } 8191/23 
WARNES, 10, Station Parade, $.W.12. 


48 


Fuel efficiency and improved 
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motoring have lately provided 
some provincial papers with the 
means to increase revenue 


Motor show sparks special 


advertising features 


ORE and more advertisers 
seem to be realising the 
unique advantages of pro- 
vincial newspaper advertising 
—while provincial editors are 
doing their part by supporting 
them with accompanying text 
and “gimmicks” to draw at- 
tention to the items offered. 
A technique which is very 
eye-catching is that of surround- 
ing a news item with appropriate 
advertisements and making a 
whole-page feature out of the 
type of article mentioned. The 
Oxford Times and the Peter- 
borough Citizen and Advertiser 
featured the Commercial Motor 
Show in this way The Oxford 
Times carried news and comment 
about the show on two facing 
pages and surrounded them with 
advertisements from local dealers 
featuring most of the items men- 
tioned. The Peterborough Citizen 
and Advertiser, however, used 
only one page, giving a summary 
of what could be seen at the 


show and illustrating the text 
with advertisements from local 
dealers, instead of news photo- 


graphs. 


Revived from past 

Only vaguely connected with 
the Motor Show was the Oxford 
Mail's supplement, featuring the 
“Cowley Feast,” which is being 
revived again for the first time 
since the 1914-18 war. From a 
mere rustic revel it has now 
become a high-powered industrial 
display which is mainly due to 
the growth of the Nuffield Organ- 
isation nearby—although many 
other industries are also repre- 
sented. While the text in this 
four-page supplement emphasised 
the entertainment side, a frame 
of advertisements made it clear 
that it was junketing with a pur- 
pose behind it. 

The five-day conference on 
clean air and fuel efficiency, held 
in Oxford, was also featured by 
the Oxford Mail, which coupled 
the news with announcements 
about all types of fuel, heating 
equipment and details of services 
available from local engineers. 
Mainly with the help of these 
advertisements, all the relevant 
information about domestic and 
commercial fuel and heating 
equipment connected with the 
clean air campaign was _ con- 
densed into three pages. 

It was a fairly safe bet that, with 
Oxford full with delegates to the 
conference, many of the readers 


JOHN ROBERTS 


would be _ professionally 
ested in fuel efficiency. Anyway, 
this system of combining news, 
information and advertisement 
into one feature seemed to me a 
most effective way of reaching 


@ Continued on page 50 
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The facts about the recent 

increase in bread price were 

recently given by one baker in 

the “Scunthorpe Evening Tele- 

graph” in this straightforward 
fashion 
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Screen Printing with a difference / 


The displays illustrated here are typical 


of the many and varied jobs which we 
produce for National Advertisers week 
by week. They are different in style, in 
appeal, in price, but they are alike in 
one essential—the quality of production. 
Shermans’ coupon dispenser is screen 

printed in five colours on plywood—it 
is bold, bright and purposeful. Clarks’ 
/ CuaNGE Yo display effuses charm and fashion with 

its montage in pastel tints and the 
brilliance of the fluorescent coat. The 


cut-out shoes are in felt and applied to 


a pastel shade of net. Masions 4 Deo y 


meas ant om | PRIESTLEYS of Gloucester 
£75000 COMMERCIAL ROAD, GLOUCESTER. TELEPHONE: 22281-4, 22 f Gl STREET, LONDON, W.C.2. 


TELEPHONE: TRA 4277-8. VICTORIA BUILDINGS, 32 DEANSGATE, MANCHESTER 3. TELEPHONE: BLA 3851. 
70 CAROLINE STREET, BIRMINGHAM 3. TELEPHONE: MID 0528. AND AT CARDIFF AND CHELTENHAM 


¢ DISPLAY UNITS 


¢ SALES AIDS 


* DISPENSERS... 


ake! ‘ 
Me Mesign We i 


Whether it is metal, wood or 
wrought iron 


WE ARE THE 
ACTUAL 
MANUFACTURERS 


MOREY ( BARNET) LTD. 
Our experience of Sales and practical advice is readily available to you. 
Let us submit ideas and prototypes and prove how reasonable and 
Designed by MOREY (BARNET) LTD. efficient a permanent display can be. 


MOREY (BARNET) LIMITED, BARNET, HERTS. Telephone: Barnet 3222 
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charm. 


the harrassed Art Director. 


the GRANT isan effective 
agent in the production of 
valuable results by the 
fusion of elements not 
readily assimilable 
without it. 


The Grant Production 

Co. Ltd., 4 Rathbone 

Place, London, W.1. 

(Museum 8717), 

47 Cornwall Street, 

Birmingham, 3 

(Central 4131) 

and 7 Little 

Park Street, 

Coventry 

(Coventry 64978) 
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Catalyst 


Sir Isaac Newton was devoted to his cat. In order, 
therefore, to facilitate her comings and goings, 
without inviting over-frequent interruptions to his 
work, he had an opening cut in his door for Puss'’s private 
use. When, in the course of nature, her family arrived, 
the scientist dealt at once with the emergency. He 
pierced another, and smaller, opening beside the 

first. It is (as the venerable Kai Lung would say)a 
“gravity removing” picture, but one not without its 


Like Newton's door (and his heart) the GRANT is 
accommodating and impartial. 
pictures and reduce large ones. It will not only adapt 
itself to the thousand-and-one requirements of the 
busy studio but will open up new creative avenues 
and, at the same time, reduce the strain on 


It will enlarge smal! 


Like the catalyst in chemistry, 


\\() 


Wallpaper 
and 


Paint 
Retailers’ 


Journal 


Advertisement Department : 
One Arundel Street, Strand, 
London, W.C.2. 


Telephone : COVent Garden 1612/3 


COMPLETE COVERAGE 


The Journal is published by 
the Wallpaper & Paint Re- 
tailers’ Association of Great 
Britain. It is distributed to 
the Proprieters or Managers 
of all Retail Wallpaper & Paint 
Shops known to the Associa- 
tion whether they be Members 
or not. 

The Wallpaper & Paint Re- 
tailers’ Journal thus gives a 
uniquely complete coverage 
of these vital Retail Outlets. 


KENNEDY PRESS LTD - 
50 TEMPLE CHAMBERS 


31 KING ST. WEST - 
TEMPLE AVENUE 


THE BRITISH JOURNAL OF METALS 


MANCHESTER 3 
LONDON E.C.4 | 
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In this manner the “Hertfordshire Mercury and County Press” drew 


the attention of parents 


and children for that matter—to the way 


in which new term outfitting problems could be solved. 


Outside 
London —ee. 


what would normally be a fairly 
scattered audience. 

The Southampton Daily Echo 
did something similar with its 
five-page supplement on the Busi- 
ness Efficiency Exhibition held 
there. As news of the opening of 
this exhibition was reported as 
far away as Belgium, India and 
South Africa, it is not surprising 
that the local paper should make 
a special feature out of it. 


Useful for visitors 


However, the supplement also 
made a handy work of reference 
for visitors to carry around and 
away with them. It combined 
discussion of improved business 
equipment and methods with 
information (in the form of 
advertisements) about where the 


‘equipment could be obtained. 


* * * 


A DEPARTURE from the gener- 
ally accepted layout for com- 
posites was made by the Hert- 
fordshire Mercury and County 
Press when they came to deal 
with “Back to school” and 
“Radio Show” themes. The 
former is reproduced here and it 
can be seen at once that the 
bright and breezy approach paid 
off in attention getting power. 


Advice about socks 


UNDER THE heading “School 
Days,” the two editions (Wed- 
nesday and Saturday) of the 
Dumfries & Galloway Standard 
also ran special double page 
spread-type features on _ the 
“Back to school” theme .. . and 
picked up a lot of relevant 
advertising. 


The main article around which 
the advertisements were grouped 
was full of sound sense and will 
have been read appreciatively by 
those into whose homes the 
paper goes. Take the case of the 


| 


advice given about the buying of 
socks and stockings: 


“Though made from expand-. 
able materials, socks and stock- 
ings that are too small will 
surely cramp the feet and lead 
to foot troubles in the future. 
When buying a new brand it is 
useful to mark them in some 
recognisable way, such as a 
coloured thread where it will 
not be noticeable, so that they 
can he tested for wear along- 
side others that may already be 
in use.” 

It is to be hoped that the 
advertisers noted all that. 


For 
Expert 
Presentation 


Of Cine Shows 

at exhibitions, 
conferences and 
public meetings, etc. 
All types of 


projections available. 


Facilities Department— 
PAUL BARRALET 
PRODUCTIONS LTD., 
110a Southampton Row, 
London, W.C.1. 

(Tel: CHAncery 2686) 
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HE Swedish Council for the 

Maintenance of Commercial 
Freedom (which was established 
by Act of Parliament in 1953) has 
been investigating whether the 
existing rules for authorisation of 
and commission to an advertising 
agency are to be regarded as a 
harmful restraint of business 
competition in the sense of the 
Swedish anti-trust legislation. 

In a decision taken recently the 
council has concluded inter alia 
that: 

@ The reported rules were of a 
nature to restrain business 
competition. 

@ The combined efficiency of 
the authorisation system in 
its present form and the pro- 
hibition of return commission 
constitute an injury to the 
liberty of trade of a secon 
party, and that, for that 
reason, it is questionable 
from a social point of view. 
The authorisation procedure, 
as now applied in combina- 
tion with the prohibition of 
return commission, directly 
influences the formation of 
prices for newspaper adver- 
tisements. Moreover, that 
this influence involves a dis- 
advantage in the first place 
to publicity consultants and 
to advertisers that are able 
to do the whole work (or 
part of it) themselves. The 
council has entirely accepted 
the principle of “price 
according to performance.” 

@The restraints of business 
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Advertising agency rules have been the subject 
of a recent inquiry by a council specially set up 
by the Swedish Parliament to maintain competition 


New anti-trust ruling will 


affect ad procedures 


FOCUS OU 
SWEDEN 


competition prevent an ad- 
vertiser from extending his 
field of action into that of 
advertising agencies. 

@The restraints of business 
competition are likely to 
bring about unfavourable 
consequences from a social 
point of view. 


For these reasons the council 
has decided to negotiate with 
the newspapers and advertising 
agencies against which complaints 
have been made with a view to 
removing the harmful effect of 
the restraints. 
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Interior of the Hasselby multiple grocery establishment in Stock- 


holm. The latest self-service techniques are employed. 


Cover SWEDEN 


NATIONALLY through 


dinavia. Family appeal. 


MA 


For the second half of 1955, A&A magazines 
had a combined net sale of 2,285,821. 
The total number of households in all 
Sweden is 2,385,138—proof enough that 
A&A magazines give complete national 
coverage. 


VECKO-JOURNALEN (The Weekly 
Journal). Attractively produced. Sweden's 
most distinguished weekly. 


HUSMODERN (The Housewife). A 
national women’s weekly covering every 
aspect of feminine interest. 


DAMERNAS VARLD (The Woman's 
World). Essentially the magazine of today 
for the modern woman. 


SE (Look). A news journal in pictures. 
The largest of the men’s magazines. 
Dramatic and popular style. 


VECKO-REVYN (The Weekly Review). 
A modern family magazine with many 
special features. 


MAGAZINES 


ARET RUNT (Throughout the Year). 
Now the largest weekly magazine jn Scan- 


HELA VARLDEN (The Whole Worid). 
A a magazine with widespread popular 
appeal. 


BILDJOURNALEN med ndjes- 
revyn (illustrated Journal). Women's in- 
Incorporates ‘‘Entertainment Re- 


LEVANDE LIVET (The Real Life). 
Carries tales of adventure and sporting 
features appealing to men. 


TEKNIKENS VARLD (the Technical 
World). The largest popular technical 
magazine in Scandinavia. 


Bonniers Manadstidning med EVA 
(The Swedish Vogue). Most attractively 
produced women’s monthly. 

ALLT | HEMMET (Everything in the 
Home). Sweden's new monthly magazine, 
catering for every aspect of home life. 


AHLEN & AKERLUNDS FORLAG 
London Office: FRANK L. CRANE, 69 FLEET STREET E.C.4 Phone: FLEet St. 281! 
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Advertising in SWEDEN? 


THE ALLER MAGAZINES 


are Sweden’s fastest growing media 


ALLERS — 


The circulation of this popular weekly, designed for 


the whole family, increased from 225,000 to 
330,767 between 1954 and 1956. 


FEMINA 


The largest circulating woman's magazine in Sweden. 


Its net paid sales have now risen to an average of 


283,048 copies weekly. 


THE ALLER PRESS LTD. 


HALSINGBORG 
London Office : 
34/40, Ludgate Hill, E.C.4. 
Phone : City 2784. 
F. A. Smyth, Representative. 


Dagens Nyheter 


SWEDEN’S 
~ GREATEST DAILY 


NET SALES (SWEDISH A.B.C.) 
Daily 315,770 ....... Sundays 362,356 


Dagens Nyheter is Sweden’s leading daily 
newspaper. Its circulation is national 
throughout the country but predominates, 
of course, in Stockholm, where more than 
half the inhabitants read the paper. In 
addition, about 100,000 copies are distri- 
buted every day outside Stockholm. 
Dagens Nyheter is Liberal in character and 
its politics have always been sympathetic to 
the British point of view. 

It carries the greatest advertising volume of 
any Swedish newspaper, both display as 
well as classified. 


London Office: FRANK L. CRANE, 
69, Fleet Street, E.C.4. ... Phone FLEet St. 281! 
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Advertisers seeking to develop the. 
Swedish market should realise 


that the product will be going into— 


Retail outlets that are 
100 per cent up-to-date 


[' is well-known that the 
Swedes are a design-con- 
scious race, innovators of most 
of the features of the con- 
temporary style in functional 
art. 

One would expect therefore 
to see something rather special 
in the way of decor in their 
self-service stores. Nine shops 
out of 10. satisfy that ex- 
pectation and some far exceed 
it. Lighting is in almost all cases 
excellent, the architects having 
found an extraordinary number 
of ways to make the lighting give 
the shop an unobtrusive distinc- 
tion without heavy expenditure. 


Use of colour 


Colour is equally well used. 
A superb example of both is to 
be seen at the Norrmalms store 
in H6étorget, Stockholm, where 
zig-zag fluorescent tubes lead the 
eye to the rear of the store and 
variations in the lengths of the 
tubes avoid monotony. The rear 
wall, to which the eye travels, is 
coloured chocolate — a _ colour 
with which a blue neon sign 


By BRIAN MOORE, 
editor, Self-Service. 


makes a pleasing contrast. The 
flooring in Norrmalms stores is 
also striking, consisting of light- 
coloured compressed pebbles 
sunk in black Italian marble and 
ground smooth. 


Shopping centre de luxe 


One of the most modern 
centres in the Stockholm area 
is Vallingby, a shopping centre 
where there are several depart- 
ment stores with self-service food 
halls. Two of these are Tempo 
and Kvickly, in each of which 
there is a large self-service section 
with eight checkouts ; in the latier 
store both foods and non-foods 
are on self-service. 

At Kungsgatan tube station, 
in the capital, there is an under- 
ground self-service shop which 
achieves one of the highest 
turnovers in Sweden. This 
store—which has an ordinary 
counter-service shop, belonging 
to the same firm, above it on 
the ground floor—passes no 
fewer than 7,000 customers a 
day through its checkouts, the 


@ Continued on opposite page 


Special display 


for Royal visit 


The visit of Queen Elizabeth and the Duke of Edinburgh to Sweden 
provided the opportunity for many shops to fly the British flag. The 
windows seen here belong to AB Atvidabergs Industrier, located in 


the heart of Stockholm. 


The company are best known for their 


Facit works, and claim to be the world’s largest manufacturer of 
calculating machines. They are also the general agents in Sweden for 


the British Banda spirit duplicators and Bradma addressographs. 
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Canada expects biggest In Sweden These Gentlemen 
ever packaging show 


Preparations are now complete for the most comprehensive 


packaging exhibition that has yet been held in Canada. 


It takes 


place next month. 


NE of the largest events of 

its kind in the world, the 

Sth Canadian National Packag- 

ing Exposition is expected to 

attract some 18,000 business- 

men to Toronto, where the 

show will be held in the 

Canadian National Exhibition 

Automotive Building, Novem- 
ber 6-8. 

The 1956 show will feature 
some 175 exhibits, representing 
every phase of packaging from 
machinery to design. An addi- 
tion of 25 extra booths on the 
main floor will bring the total 
number of booths to 325, with 
a total floor space of 54,000 
square feet, making this the 
largest show in the five-year his- 
tory of the event. 


Emphasis upon exhibits 


According to G. W. E. 
Gordon, general manager of 
Packaging Association of 
Canada, sponsors of the annual 
show, this will be the first time 
that complete emphasis has been 
placed on the exhibits. Where 
formerly several conferences 
were held concurrently, all the 
conferences are now scheduled 
for the PAC’s next spring 
convention. 

“Although most of the 1956 
exhibitors will be Canadian,” 
Mr. Gordon has said, “there will 
be more than 25 from the United 
States and several from Great 
Britain and Europe. In addition, 
more than 30 firms from the US, 
Great Britain, Germany, France, 


Italy and Sweden will be repre- 
sented by Canadian firms.” 

“One thing every exposition 
strives for is new ideas and pro- 
ducts. This year, more than 50 
per cent of the exhibitors plan 
to display materials or equip- 
ment entirely new to Canada,” 
Mr. Gordon said. 


ae 


Ending tomorrow is America's 
hig wine selling drive which has 
been organised by the Wine 
Advisory Board. The WAB has 
spent more than $500,000 on the 
promotion. This year's “Wine 
Queen” is seen above. 


FOCUS ON SWEDEN. continued 


majority of the trade being 
done during the evening home- 
going rush hour. 


Another interesting develop- 
ment is the recent opening of a 
self - service wholesale grocery 
warehouse—Mo6llers Cash and 
Carry, Hallvagen, Stockholm. 
This warehouse, whose 300 to 
400 retail customers collect their 
supplies in a four-wheel hand 
truck and pay for them at a 
checkout, carries just under half 
the usual number of lines, omit- 
ting all the slower-moving items. 
By collecting his own goods in 
bulk, the retailer saves time and 
gets a larger discount. 


Use of robots 


Automatic machines are fre- 
quently to seen outside 
Swedish self-service shops. They 
contain a wide variety of items, 
odd prices being made up to a 
round figure with little extras 
such as packets of chewing gum. 

Packaging is doing its best to 
keep in step with self-service de- 
velopments. One of the most 


notable packaging innovations is 
the evolution of a polythene heat- 
sealed bag containing fresh fish 
in liquid. Pickles in vinegar are 
packed in the same way. Eggs 
are almost universally cartoned, 
but tetra packs are not as widely 
used for containing milk as is 
often thought to be the case in 
Sweden. The Konsum superette, 
previously mentioned, has devel- 
oped an American-type pack 
for cooked meats, one side of the 
meat being covered in transpar- 
ent film through which the pro- 
duct can be inspected and the 
other side being concealed by a 
paper insert bearing a picture of 
the meat in full colour. The meat 
is displayed with the picture up- 
permost so as to preclude dis- 
colouration by light. 

So far there has been no de 
velopment of pre-packaging of 
either meat or fruit and vegeta- 
bles by any supplier or grower. 
While the British retailer can buy 
pre-packed produce if he wants it 
(that is, if he does not consider 
the price too high) the Swedish 
trader is compelled to pack every- 
thing himself. 


Would Read 


SVENSKA 
DAGBLADET 


Wy 


AAU 
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These figures are an example 
of Svenska Dagbladet’s ex- 
ceptional coverage of those 
influential groups which are 
of primary importance to 
advertisers. 


Net circulation: 109,445 


copies 


Representatives: Joshua B. Powers Ltd., 14 Cockspur Street, London S.W.1. 
Tel. WHiItehall 3366 


You will reach 


551 million Swedish Crowns 


via Morgon-Tidningen 


A new investigation among the readers of MT shows that 
the readers’ net income—based on the weekday edition of 
48,757 copies—amounts to more than half a milliard 8. 
Crowns. On Sunday when the edition exceeds 100,000 
copies, the purchasing power rises to over one milliard. 

53.6% of the readers have an annual income exceeding 
10,000 Crowns. 

The value of Morgon-Tidningen and its stability is proved 
by the fact that 80.4% of the subscribers are married, and 
there is a constant demand from the large group of buyers 
amongst its readers, namely housewives. 

Show Swedish families the commodities you can offer! 


Advertise in 
Morgon-Tidningen 


Stockholm 


A. PRESS LTD 


¢..... 


14, DOVER STREET, LONDON, W. L 
Mayfair 8615 
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So much turns on paper—even more 
turns on finding exactly the right paper for 
each particular purpose, and that is one 

of Spicers many specialised functions in the 
world of paper. Able to look back on 

a hundred and fifty years’ experience, Spicers 
have always preferred to look forward instead 


—by anticipating the needs of tomorrow. 


~ 


SPICERS LIMITED + 19 NEW BRIDGE STREET + LONDON EC4 « BRANCHES THROUGHOUT BRITAIN - 


Ocroper 19, 1956 


All the 


PAPERS 


meet at 


SPICERS 


‘* Best’’, to Spicers means any variety of paper which is the correct, 
expert choice for a particular purpose~ printing, writing, packag- 
ing or wrapping—and represents, price for price, the highest 
quality. The right paper for any job can be found at Spicers— 
together with the long experience which will helpfully guide you to it. 


ASSOCIATED & SUBSIDIARY COMPANIES ALL OVER THE WORLD 
Tew! 
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THE GRAPHIC ARTS 


— A WEEKLY NEWS SURVEY 


Sir James Waterlow leads 
delegation to Russia 


A four-man team, representing the British printing industry, is 
shortly to visit Russia on an .exchange arrangement made 
between the British Council, the Soviet Embassy, and the British 


Federation of Master Printers. 


The team, which is expected to 
fly to Moscow within the next 
few weeks, will be led by Sir 
James Waterlow, director of the 
Amalgamated Press Ltd. and a 
member of the council of the 
Federation. The other three 
members will be: A. Smith, 
director, Jesse Broad & Co. Ltd., 
letterpress and lithographic 
printers, Manchester, who is also 
a member of the BFMP council; 
Roy Duncombe, director, W. 
Pickering & Sons Ltd., printers 
and publishers, of Hinckley, 
Leicestershire; and Charles W. D. 
Alister, assistant secretary of the 
British Federation of Master 
Printers. 

This interchange of representa- 
tives of the “polygraphic” indus- 
tries in the two countries follows 
an invitation from the Soviet 
Union. It is expected that four 
Russian printing experts will 
make a reciprocal visit to this 
country early in 1957. 

Details of the visit to Russia 


Sereen printers 
stage show—and 
extend works 


An exhibition of screen print- 
ing was given by Mills & Rock- 
leys (Production) Ltd. at 45 Park 
Lane on Wednesday. Designed 
to show the standard and scope 
of work which the company has 
been handling recently, the many 
examples included posters and 
display material for London 
advertising agencies and such 
national advertisers as Guinness, 
Shell, Lyons, Van Den Burghs 
and Raleigh Industries. 

The Ipswich screen printing 
works of Mills & Rockleys, which 
were opened in Princes Street in 
March, 1954, are now being in- 
creased by 50 per cent to cope 
with the flow of work being 
obtained through their London 
office, which opened in January, 
1955 


Coates’ new manager 


The directors of Coates 
Brothers & Co. Ltd. announce 
that R. M. C. Nunneley has been 
appointed general manager of 
Coates Brothers Inks Ltd., and 
will also serve on the board of 
the parent company. Mr. 
Nunneley, who took up his new 
appointment on Monday, was 
previously joint managing direc- 
tor of B. Winstone & Sons Ltd. 


have not yet been completed, but 
the Federation team hopes to 
see printing establishments in 
Leningrad and Gorky, as well as 
in Moscow, and to study not only 
printing practice, but working 
conditions and welfare facilities. 
It is hoped that the team will be 
able to make a full report on its 
four-week visit early next year. 


TA Conference 


in Ireland 


Further details regarding the 
triennial conference of the Typo- 
graphical Association to be held 
in Belfast next year were given 
by R. M. G. Robinson, secretary 
of the Belfast branch, at the 
annual dinner of the Belfast Tele- 
graph Newsroom Companion- 
ship, held in Belfast recently. 

Mr. Robinson said this would 
be the first visit of the Associa- 
tion to Ireland since its formation 
in 1849 

The Conference is to meet in 
the Grosvenor Hall from Mon- 
day, June 17, till Friday, June 21. 
Some 450 delegates and friends 
will stay in Bangor, where the 
council are granting them free 
use of all the _ recreational 
facilities 
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Members of the British delegation to Russia discuss plans for their visit at 


an informal meeting at the BFM. 


P offices in London. 


Left to right: 


A. Smith, Sir James Waterlow, C. W. D. Alister and R. Duncombe. 


Young binders’ conference 


The fourth week-end confer- 
ence of the Young Master Binders 
Group of the Master Bookbinders 
Alliance of London was held at 
the Wish Tower Hotel, East- 
bourne, last Friday to Sunday. 

The conference opened on the 
Friday evening with an address on 
the desirability of a code of good 
trade practice given by F. R. 
Neale, Ernest A. Neale Ltd., and 
t past chairman of the Group. In 
introducing his subject, Mr. Neale 
spoke of the proposals of the 
New York Bookbinders’ Guild 
and Metropolitan Lithographers’ 
Association of America to estab- 
lish a code of good trade practice. 

He thought that the establish- 
ment in this country of a code of 
practice on similar lines to the 
American proposals merited 
earnest consideration. He de- 
tailed some of the points that 
could help the bookbinder to cut 
out the guesswork in bookbinding 
trade practice. 

On the Saturday morning the 
subject of design in bookbinding 
was considered. This was intro- 
duced by W. F. P. Chapman, 
P. G. Chapman & Co. Ltd., and a 
past chairman of the Group, who 


E. H. Ford, manager of the Dowgate works of Brown Knight & Truscott 


Lid., has retired after 4S years’ service with the company. 


He joined the 


firm in 1911, taking charge of the Monotype equipment which -had just 
been installed, and in 1913 was appointed overseer of the composing room. 


In 1928 he was transferred to the Dowgate works as manager. 


Among 


the many celebrations held in his honour to mark his retirement were a 
lunch, given by the directors, at which Sir Denis H. Truscott, chairman of 
Brown Knight & Truscott Lid., presented Mr. Ford (shown left, above) with 
a silver cigarette case; a cabaret and dance organised by the BKT Sports 
and Social Club, at which Mr. and Mrs. Ford received a number of gifts; 
and a dinner, at which an inscribed silver salver was presented to Mr. Ford 
on behalf of the Tonbridge and Tunbridge Wells and district branch of 


the Master Printers’ 


iation. 


made a strong plea for action to 
achieve a higher standard of 
bookbinding through better cover 
design. This evoked a most valu 
able discussion. A miniature golf 
competition was held in the after- 
noon and a film show and enter- 
tainment was held in the evening. 
The films “Diaries for the 
Million” and “These Extra Sales” 
were lent by kind permission of 
Charles Letts & Co. Ltd. 

On the Sunday morning a 
talk on “You and Your Office 
Machinery” was introduced by 
M. Sanctuary, Leighton-Straker 
Bookbinding Co. Ltd., and a past 
chairman of the Group, and this 
was followed by an open forum. 

The conference, which was 
under the chairmanship of 
J. V. C. Grey, Barnard & Jackson 
Ltd., was a great success. 


Fi older for Jubilee 


To demonstrate the versatility 
of Linotype Jubilee, L & M have 
brought out a new folder con- 
taining specimens of the face 
printed on three different kinds 
of material—a smooth-surfaced 
stock used for the cover, a super- 
calendered paper, and newsprint. 
By this means, and also by reason 
of the fact that the settings are 
in news column style, the type 
face can be judged on a realistic 
basis. 

The folder also includes the 
full text of an _ independent 
review of Jubilee by Allen 
Hutt (reprinted from the 1955 
Penrose Annual) and enlarged 
characters of the face to illustrate 
characteristics of its design. 

Copies of the folder may be 
obtained from Linotype & 
Machinery Ltd. 


PATRA exhibition to 
stay open longer 


So great has been the interest 
in the PATRA Exhibition in 
London next week—over 2,500 
tickets have been asked for—that 
the display will be opened a day 
earlier than originally planned, 
and the times of showing will be 
extended. The Exhibition—to be 
held at Management House, 
8 Hill Street, London, W.1—will 
now open on Monday, October 
22 at 2.30 p.m., closing at 9 p.m. 
On October 23 and 24 it will be 
open from 11 a.m. to 9 p.m. 
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HALF-CENTURY 
OF ADVERTISING 


"THE Golden Jubilee luncheon of 
Spottiswoode Advertising Ltd. was 
one of those functions which it is 
much easier to enjoy than report. 

The three speeches—by R. O. 
Morris, R. A. Bevan and W. J. 
Barter—were, | thought, just right 
for the occasion; and if enjoyed 
the celebration it is a fair guess 
that the members of the staff, who 
had finished work for the day, must 
have enjoyed it even more—not the 
least the announcement about the 
bonuses. 

In acknowledging the gift to the 
directors of a decanter and glasses, 
Mr. Barter said that he shuddered 
to think what would happen if a 
bottle of whisky appeared on the 
next requisition order! All the 
same, I hope he and his co-directors 
won't shudder enough to spill any 
of the whisky. 

Waving my Waterman Flair pen 

a charming and useful memento- 
I herewith wish Spottiswoode’s an 
even better half-century than the 
one they have just completed. 

*« * * 
A THOUGHTFUL gesture has 
been made by Hubert A. Oughton, 
as a former president of the Insti- 
tute of Practitioners in Advertising. 


in giving to the Institute the 4A’s 
Medal presented to him and other 
delegates who attended the recent 
International Meeting of Advertising 
Agency Leaders in the USA. 

It is being displayed at the Insti- 
tute’s offices in a cabinet that will 
also contain a specimen of the 
President’s Medal, the Distinctions 
Book, and the AA-IPA Golf Cup, 
which the Institute at present holds 


Abstract artist 


It is said that “in every fat man 
there is a thin man yearning to get 
out. Similarly, in every commer- 
cial artist there is a “ pure” artist 
longing to reveal himself—as many 
an exhibition of paintings testifies. 

One whose non-commercial art is 
not merely “ pure’ but frequently 
abstract is Albert E. Berbank. 
About a year ago, ADVERTISER'S 
WEEKLY published an advertising 
case history with a very effective 
scraperboard illustration by him for 
a vacuum-cleaner ad. 

Mr. Berbank’s latest exhibition of 
paintings is now on (until Novem- 
ber 10) at the New Vision Centre 
Gallery in Seymour Place. The titles 
are of the order of “Vertical ten- 
sion modified,” “Parent force and 
offshoot,” and “Surge in Space’’— 
which should satisfy the most 
abstract taste. 

This artist has exhibited over the 
years in London and provincial 
galleries. 
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At the Spottiswoode Advertising jubilee luncheon, R. O. Morris, chairman 


(standing left), shakes hands with V. 


Sparkes, who presented the board with 


a decanter and glasses on behalf of the staff. Seated (I. to r.) are Mrs. 


W. J. Barter, R. 


Ill-health forces 
retirement 


"THE ill-health that has compelled 
Charles R. Fastnedge to retire from 
the advertisement directorship of 
The Queen, with which he retains, 
however, an advisory connection, 
has brought to a close an active 
career of nearly 50 years in adver- 
lising. 

Son of a noted Fleet Street per- 
sonality, C. D. “Farky” Fastnedge 
and father of Denis Fastnedge, pub- 
licity manager of Smiths Accessories 
Ltd., he began with the Standard 
Advertising Agency, but afterwards 
moved to the Observer. When 
that paper was sold to Lord Actor, 
who also owned the Pall Mall 
Gazette and the Pall Mall Magazine, 
Mr. Fastnedge represented all three 
publications. 

After first World War service, he 
returned to the Observer, subse- 
quently moving to Nash's Magazine 
and later becoming first advertise- 
ment manager of Good Housekeep- 
ing. But in 1938 he left that com- 
pany, of which he had been made 
a director, to join The Queen. 

Always a keen sportsman, he has 
in his time played soccer, rugger, 
and cricket for several well-known 
clubs. Up to 1938 he hunted with 
the Old Berkeley Foxhounds and 
the Tring Farmers’ Drag, of which 
latter he was honorary secretary for 
four seasons. 


Editorial ‘board’ 


r 
WHE sudden and regrettable death 
of R. B. Fishenden, editor of 
Penrose Annual, occurred while the 
latest volume was being prepared. 
Lund, Humphries & Co., Ltd., the 
publishers, now announce that a 
small editorial committee—‘“almost 
rather a consortium of his friends” 
are giving their help with the 
immediate object of making this 
volume something of which he 
would have been proud. 

They are Mrs. Beatrice Warde of 
the Monotype Corporation; H. M 
Cartwright, a regular contributor 
to Penrose since his retirement 
from the London School of Print- 
ing and Graphic Arts; Charles 
Hasler, the designer of the present 
volume; R. S. Hutchings, editor of 
the British Printer; and Anthony 
W. Bell. 

*x * . 


LookInG suprisingly fresh after 
their brisk tour of Europe, 80 mem- 


bers of the Canadian Weekly News- 


Papers’ Association met at Canada 
House last week for a party given 
by the High Commissioner. Present 
were the London correspondents of 


A. Bevan, and Mrs. Bevan. 


Canadian newspapers, representa- 
tives of the British press and officials 
of the British Travel and Holiday 
Association. 

Ken Hatton of The Monitor, from 
Montreal, told me that such trips 
were a “regular side issue” of their 
annual convention—last year, for 
instance, they went to Alaska. 

This year they have been through 
seven countries. Landing at Liver- 
pool, they came to London via 
Edinburgh and Glasgow; then over 
the Channel to Vimy, where they 
laid a wreath on the Canadian War 
Memorial, through Belgium, West 
Germany, Switzerland, Italy and 
France. 

He told me that though all this 
was done in the space of four weeks 
they had had ample opportunity for 
carrying out the main purposes of 
their trip, which were to combine 
sight-seeing with a good-will mission. 


Theodore Hook 
and Twining 


THAT 18th century wit Theodore 
Hook was recalled by Sir Gerald 
Kelly when he opened the Twinings 
exhibition—“Tea Through Twelve 
Reigns’’—at the Tea Centre. 

Hook was fond of demonstrating 
his skill at improvising verse, said 
Sir Gerald, and wagered that he 
could compose a quatrain at a 
moment's notice on any given name. 
Challenged with the name Twining, 
he immediately came out with: 

It seems in some cases kind nature 
hath planned 

That names with their calling agree, 

For Twining, the tea man, who 
lives in the Strand 

Would be “wining” deprived of his 
xp 


CONTACT 


WEEK'S WISECRACK 
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“ After a tour of the stands 
at the Motor Show preview, 
Carruthers’ fly-wheel was 
so fluid that even two-pedal 
motoring was impossible.” 
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More and more advertisers are getting wonderful results from 
My Story, the new 1s. 3d. monthly with the big pull. Read the 
latest unsolicited tribute. 


only £50 per page! 


A‘H’McISAAC - ADVERTISEMENT DIRECTOR : ARGUS PRESS LIMITED 
S/i0 TEMPLE AVENUE + LONDON ~- E:C-4 * FLE 3514 
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PUBLICATIONS 


Rising costs kill 
‘Light Car’ 


Publication of the 42-year-old The 
Light Car is to cease with the 
December number. The publishers, 
Temple Press Ltd., state that pro- 
duction costs, which have mounted 
rapidly since the war, have now 
reached a level at which production 
of the journal in its present form 
and at an acceptable selling price 
“is no longer economically pos 
sible.” It was launched in 1912 as 
The Cyclecar, and retitled The 
Light Car and Cyclecar the follow- 
ing year. The journal was a weekly 
until the beginning of the last war, 
since when it has been published 
monthly. 

* * * 

The October number of Pins and 
Needles plus Weekend Workshop 
was a record issue containing 72 
pages of editorial and 36 pages of 
advertising. Over 90 per cent of 
the advertisements were keyed. A 
competition run in this issue offered 
to send dolls to 1,000 readers who 
were asked to dress them, a prize 
being given for the best-dressed 
doll. Owing to demand, the num- 
ber was increased to 2,500. Alli the 
dolls will be sent to children’s 
hospitals. 

* ok 

Morgan’ Brothers (Publishers) 
Ltd. have acquired The Builders’ 
Merchants’ Journal. It will con- 
tinue to be published monthly. 


. 


LONDON 


73 GROSVENOR STREET, 


TELEVISION 


LIMITED 
Directors: GRAHAM ROE, DEREK J. ROE 


IN THE NEWS 


The first issue of Automation 
Progress, dated October, is now out. 
Published by the Leonard Hill 
Technical Group, the new monthly, 
measuring 84 in. by 11 in. with 
square-backed binding, consists of 
some 80 pages, of which 32 are of 
advertisements. Devoted to all 
aspects of automatic production 
and control engineering, the journal 
is obtainable by subscription, price 
Os. per year. 


* * 

The Daily Telegraph has pub- 
lished an 128-page party book. 
giving answers to a number of 
problems connected with entertain- 
ing. Priced 4s., it carries eight 
pages of advertisements. 


New ad managers 


Reginald Harris Publications Ltd. 
have been appointed advertisement 
managers for On the Road, the 
official publication of the United 
Commercial Travellers’ Association 
of Great Britain and Ireland. The 
journal was established 95 years ago 
and has a circulation of over 35,000. 
T. W. Hancox, the editor of On 
the Road is also the public relations 
officer of the Association. Mr. 
Hancox is a member of the Pub- 
licity Club of London. 

+ + 


+ 

This week's issue of Country Life 
is a special Motor Show Number, 
containing a supplement devoted to 
the Motor Show at Earls Court 
and other motoring topics. The 
issue is greatly enlarged and con- 
tains 90 advertisement pages, 16 of 


which are in full colour. 


20 ST. ANN’S SQUARE, 
MANCHESTER, 2 


ad 
REGIONAL | 


programmes 


58 


_ 


Hlotises Garden 


w hduges from 


In the November issue of House & 
Garden, the products of 46 manu- 
facturers will be shown in a special 
eight-page co-operative advertising 
section in full colour. These pages 
will illustrate eight separate room 
schemes. The section will be sup- 
ported by window and departmental 
displays in retail stores and furni- 
ture shops throughout the country. 
The November issue will carry over 
110 advertisement pages, of which 
are in full colour. 


* * * 


At a party to launch the autumn 
number of Man About Town, Keith 
Frazer, director and general man- 
ager of The Tailor and Cutter 
announced that in the past year 
Man About Town had nearly 
doubled its net sale—from 18,000 
to 31,900. Next year, he said, the 
price will go up from 2s. 6d. to 
3s. 6d. 

~ +” * 

J. Weiner Ltd., advertisement con- 
tractors for the Post Office telephone 
directories and books of stamps, 
have been awarded the UK adver- 
tisement contract for the Board of 
Trade Journal (excepting London, 
which is handled by the Stationery 
Office). 


Record space 
bookings 

The November number of the 
Warwickshire and Worcestershire 
Magazine, published by English 
Counties Periodicals Ltd., of Leam- 
ington Spa, will contain a fully 
illustrated Motor Show Supplement. 
The December issue is to be in- 
creased in size with special Christ- 
mas features, including four-colour 
illustrations. Early issues in 1957 
will include Holiday and Travel 
Supplements. Space reservations 
for these numbers already exceed 
all previous issues, say the pub- 
lishers. Gordon Wilson, formerly 
with the Birmingham Gazette and 


Despatch Ltd. is handling the 
advertising. He was _ recently 
appointed advertisement manager 


for the company's group of county 
magazines. 
* - * 
The first issue of Pipes and Pipe- 
lines, described by the publishers, 


“Scientific Surveys Ltd., as the first 


journal outside of America to cover 
the field of metallic and non- 
metallic pipes, tubes and hoses and 
ancillary equipment, came out last 
week. A_ world-wide circulation, 
with a minimum of 5,000 pet 
month, is aimed at. Advertisement 
rates are: full page, £38; half-page, 
£20 10s.; quarter-page, £10 5s.; and 
pro rata. Extra colour is £8 10s 
per colour. 
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We Hear 


From this week-end ABC Tele- 
vision Ltd. are to cease sending out 
advice notes giving the times of 
transmissions of TV spots. This 
follows the “growing tendency to 
hook commercials within narrower 
bands of time,” say ABC TV. 

* * * 

Miss K. M. Murphy, managing 
director of Linguaphone Institute 
Ltd., spoke at the week-end to the 
Wandsworth Business and Profes- 
sional Women’s Club on “The Use 
and Abuse of Advertising.” 

*# * * 

Mark Stone Ltd. have been 
appointed press relations consultants 
to Coolers and Venders Ltd., who 
manufacture and market vending 
machines in this country and abroad 
made under licence from America. 

* * * 

John Webb Press Services Ltd. 
have been appointed to handle press 
Sy. for Associated Motor 
Cycles Ltd. 


‘No’ to colour film 


Chester Corporation publicity 
committee has turned down a pro- 
posal to buy a colour film of 
Chester for £3,000. 

* * * 

Lintas Information Services have 
been appointed to handle press and 
public relations for the new Redfyre 
oil-fired space and water heaters of 
Newton Chambers & Co., Ltd. 

* * * 

Due to staff changes, the planning 
of all poster campaigns in Mills & 
Rockleys Ltd.'s Norwich and 
Ipswich areas is now being carried 


out at the 30b Princes Street, 
Ipswich, office. 
x *x * 


Leslie Wood is one of the latest 
artists to be represented by Helen 
Jardine Artists Ltd. Others include 
Poul Sproge of Denmark, and 
Elizabeth Thomas. 

* *x * 

Change of address: Hereward 

Street, 


Wigmore 


A colour section in the November 
issue of “Vogue” will be on India. 
Resort and evening clothes were 
photographed in elhi, Bombay, 
Bangalore, Jaipur, Mysore, Ajanta 
and Kashmir. The issue will con- 
tain 138 pages of advertisements, 31 
in full colour. 
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RISE IN SALES 


—result of spending £1,575 on TV 


PLIOBOND VOLUME SALES 
Before TV After TV 


[=] | * 


FEB | | Ma~AR APR | j av | | JUNE | 


This graph shows the sales trend for Pliobond 
adhesive for the period January to June, 1956, 
in TV and non-TV areas. Sales remained con- 
stant—and unspectacular—during the period 
before television, but after TV advertising, 
sales rose high in May and June. Note that 
sales in non-TV areas remained almost un- 
changed—a fact which testifies to the power 
of television advertising. 
(Advertising Agents for Pliobond, 
rwin Wasey & Co. Ltd.) 


““ We ran five 60-second Pliobond spots in 
London and the Midlands, and success was 
instantaneous. Wholesalers, retailers and con- 
sumers immediately responded by requesting 
Goodyear to supply Pliobond, and the result 
was to ensure the establishment of wholesale 
distribution,” says Roy Watson, Advertising 
Manager of the Goodyear Tyre and Rubber 
Company. 


Goodyear Tyre and Rubber Co., manufacturers of Pliobond Adhesive, 
screened their first TV campaign of 60-second commercials in April 
on the London and Midland stations—at a cost of just £1,375. 

The campaign was experimental and lasted only one week. The 
astounding results, however,were /asting. During May and Junevolume 
sales figures rose nearly 400°, above previous monthly figures—in 
both London and the Midlands. And this is known to be due to 
ATV, because in non-TV areas sales remained substantially the same. 


TV speeds up retail distribution 


In a recent survey carried out by ATV on retailers’ attitudes and 
reactions to advertising media, we asked: 

“‘Have you recently begun to stock a brand or product as a result 
of advertising: if so, what form of advertising was responsible?” 

No less than 27%, of the ironmongers questioned said they had 
stocked Pliobond as a result of TV advertising. 


The increase has been maintained 


“Sales in subsequent months have shown that the demand for Pliobond 
—based on experience of its use—has maintained the same rate of 
sales even though the television advertisements were not run beyond 
the first week of the campaign. It is not, of course, considered that the 
initial four advertisements will carry the product indefinitely, but there 
is absolutely no doubt that they have proved to be a most effective 
method of establishing consumer demand,” says the Advertising 
Manager of Goodyear Tyre and Rubber Company. 

ATV quotes this as a typical example of the success that many 
manufacturers have achieved after advertising on ATV. 

ATV’s superior programme planning has been established, and our 
new autumn programmes are already a resounding success in both 
London and the Midlands. This, combined with ATV’s rate structure, 
which allows advertisers to pick their audience and increase the im- 
pact of the commercials by planning them to suit that audience, all 
contributes to make ATV a most powerful advertising medium. 


ISSUED BY | I) AND MONDAY TO FRIDAY IN THE MIDLANDS 


ASSOCIATED TELEVISION LTD., TELEVISION HOUSE, KINGSWAY, LONDON W.C.2. 
TELEPHONE: CHAncery 4488 
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Reproduced by Courtesy of Messrs. Cater 
Stoffell & Fortt Limited of Bath. 


Bath Olivers 
are still 
Big Business 


Dr. Oliver certainly started | 
something when he perfected | 


his biscuit. Today it is still the 
basis of a healthy industry—one 
of the many which ensure the 
steady prosperity of Bath Spa 
and its adjoining counties. 

This prosperous community 


should not be neglected in any | 


national campaign. It is easily 
reached through the Bath 
Chronicle which, for 10/- per 


s.c.i. gives you complete cover- | 


age of the whole area. 


printed and published in Somer- 


set, and sells 1} copies for every | 
house in the city, and also has a | 


big circulation in West Wilts and 
North Somerset through the 
Branch Offices at Trowbridge, 


Chippenham, Devizes, Radstock | 


and Keynsham. 


You can’t cover the West 
properly without 


* Not to mention the three weeklies which 
reach the prosperous West Country man at 


& 
CHRONICLE. Get full details from S. H. 
Roberts, 134 Fleet Street, London, E.C.4. 
Arnold Ellis, Cromford House, Market 
Street, Manchester 4, or Head Office, 33 
Westgate Street, Bath. 


| Wilkins and Mitchell introduce new 
electric clothes drier and airer 


Wilkins & Mitchell Ltd., the 


makers of Servis 


washing machines, 


refrigerators and rotary ironers, etc., are to launch on October 29 a new 


electric clothes drier and airer. 


Priced at £39 17s. 6d., 
made to hang on a wall and therefore takes up no floor space. 


the clothes drier is 
It is 


expected to be available in various colours. 2 
Advertising agents for Wilkins & Mitchell are Cogent Advertising Service 

Ltd., Coventry. The media schedule for the launching campaign includes 

the national press, principal provincial papers and display and point-of-sale 


material 


SPLASH FOR NEW 
PACK NEXT YEAR 


“The most powerful advertising 
campaign ever launched for Patent 
Cornflour will break in February 
1957.” This is announced by Brown 
& Polson Ltd., who will introduce 
a new pack that has been specially 
designed for modern counter 
display. 

Advertising agents Masius & Fer- 
gusson Ltd. state that the schedule 
includes national dailies, national 
Sundays, provincial papers and 
women’s magazines. 


Advertising boost 


for Peck’s paste 


Harry Peck and Co. Ltd. have 
just commenced a large advertising 
campaign for their fish and meat 
paste. Large-space advertisements 
are appearing in the Daily Mail, 
Daily Express, News Chronicle, 
Daily Herald, Daily Mirror, York- 
shire Evening Post, Woman, 
Woman's Own, Woman's Weekly, 
Radio Times, Glasgow Record and 
Yorkshire Evening News. The trade 
press is also being used. Spottis- 
woode Advertising Ltd. are the 
agents, 
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Coty Christmas 
gift boxes 


A concentrated campaign will 
begin early in December and last 
for about three weeks for Coty 
Christmas gift boxes. These gift 
boxes for both men and women 
will be advertised in the national 
and provincial press, magazines 
and on all commercial TV 
stations. Agents for Coty 
— Ltd. are S. H. Benson 

td. 


Milk publicity in 
Northern Ireland 


The Northern Ireland Milk Pub- 
licity Council, which has been 
formed to “encourage the greater 
consumption of milk and dairy 
foods in Northern Ireland,” 
launched a full-scale publicity cam- 
paign early this month, with press. 
poster, transport and film ads. 

Press advertising includes spaces 
in Belfast morning and- evening 
papers, and in Ulster weeklies. 
Point-of-sale material is also avail- 
able. Agents are Mather and 
Crowther Ltd. 


More Current Advertising— 
Page 62 


CURRENT ADVERTISING AT 


A GLANCE 


Accounts 


DENTON BROS. (Portable build- 
ings); MAGDALE VINERY 
LTD. (QC & Baby Seal Wines); 
TU-BLAR (Lightweight tubular 
furniture). Accounts for Chap- 
mans Advertising Ltd. 


| J. C. & J. FIELD LTD. (Care hand- 
It’s the only evening paper | 


cream), for Robert Sharp & Part- 
ners Ltd. 

HENRY PELS LTD. (presses, shears 
and sheet metal working machi- 
nery), for Nigel Rainbow & Part- 
ners Ltd. 

COOK & CO., LTD. (LONDON), 
for Beardmore Advertising Ltd. 
EUROPEAN TRAVEL  ASSO- 
CIATES, for Forbes Robertson 

(Advertising) Ltd. 

PARTOS FOUNDATION GAR- 
MENTS, for Greenlys Ltd., from 
January 1}. 

IBCOL, SANILAV & MIRAGLO, 
for Rumble, Crowther & Nicholas 
Ltd., from January 1. Campaigns 
are being prepared for national 
press, women’s weekly and 
monthly periodicals and national 
weeklies. 


Campaigns 

HILLMAN CAR CO., LTD., using 
national papers, magazines and 
spots on all commercial TV sta- 
tions. (Basil Butler Co., Ltd.) 

HUMBER LTD., using national 
papers, magazines and _ technical 
journals. (Basil Butler Co., Ltd.) 

KAVLI LTD., using Radio Luxem- 
bourg. (Craven’s Advertising Ltd.) 

ELDERS & FYFFES LTD., using 
Radio Luxembourg starting on 
November 15. (Mather & Crow 
ther Ltd.) 

“NEWS OF THE WORLD,” using 
Radio Luxembourg in a 30- 
minute programme “Tonight.” 
(Alfred Pemberton Ltd.) 

ARMOUR LTD., using spots on 
Midland commercial TV station. 
(Alfred Pemberton Ltd.) 


TUROG BROWN BREAD, using 
provincial papers and spots on 
Northern commercial TV station 
(Alfred Pemberton Ltd.) 


CLASSIC ELECTRICAL CO, 
LTD., using overseas papers for 
Hi-Fi radio equipment. (Auger & 
Turner Ltd.) 

BIRO-SWAN LTD., using national 
dailies, national weeklies, Radio 
Times and commercial TV spots 
for Biro pens (Mather & Crow- 
ther Ltd.): national dailies and 
Sundays, London evenings and 
magazines for Swan pens. (C. J 
Lytle (Advertising) Ltd.) 

NORTHERN IRELAND 
PUBLICITY COUNCIL, 
Belfast morning and evening 
papers, Ulster weeklies, posters, 
cinema filmlets and point-of-sale 
material. (Mather & Crowther 
Ltd.) 

HARRY PECK & CO., LTD., using 
national dailies, provincial papers, 
Radio Times, women’s magazines 
and trade press for fish and meat 
paste. (Spottiswoode Advertising 
Ltd.) 

PARKER PEN CO., LTD., using 
national dailies, London evenings, 
one Sunday, Scottish mornings 
and one N. Ireland paper, 
national magazines and _ trade 
press. (Basil Butler Co., Ltd.) 

WILLIAM MACDONALD & 
SONS (BISCUITS), LTD., using 
national dailies, provincial morn- 
ing and evening papers and com- 
mercial TV on Midland station 
for new flavour YoYo. (Colman, 
Prentis & Varley Ltd.) 

WHITEWAYS CYDER CO., LTD., 
using national dailies, Sundays, 
provincial weeklies, women’s 
magazines, trade press, spots on 
all commercial TV stations and 
point-of-sale material for Sana- 
togen Tonic Wine. (C. Vernon & 
Sons, Ltd.) 

YARDLEY & CO. LTD., using 
spots on all commercial TV sta- 
tions and a two-minute cinema 
film in colour, “Magic in Red,” at 


MILK 
using 


cinemas throughout the country. 
(W. S. Crawford Lid.) 

COTY (ENGLAND) LTD. using 
national dailies, provincial papers, 
magazines and commercial TV on 
all stations for Christmas gifts 
(S. H. Benson Ltd.) 

JAGUAR CARS LTD. using 
national dailies, Sundays, London 
evenings, magazines and technical 
press for new Jaguar Mark VIII 
(Nelson Advertising Service Ltd.) 

McMULLEN’S ALES, using local 
press in Hertfordshire area. 
(Stuart Advertising Agency Ltd.) 

VIBRONA TONIC WINE, using 
Daily Mail, Reader's Digest, Pic- 
ture Post, Illustrated and point- 
of-sale material. (Crossley Adver- 
tising.) 

DIMPLEX LTD., 
Express, Radio Times, Ideal 
Home, Good Housekeeping, 
Homes and Gardens, Woman's 
Journal, Housewife, other periodi- 
cals and electrical trade press, and 
special display material. (Auld & 
Tilbury Ltd.) 

WILKINS & MITCHELL LTD., 
using national and provincial 
papers, display and point-of-sale 
material for electric clothes drier. 
(Cogent Advertising Service Ltd.) 

E. K. COLE LTD., using 11 in. 
triples in wide range of provincial 
papers for Ekco radio and TV 
sets. (Willing’s Press Service Ltd.) 

BROWN & POLSON LTD., using 
national dailies and Sundays, pro- 
vincial papers and women’s maga- 
zines for Patent Cornflour. 
(Masius & Fergusson —td.) 

PHILIPS ELECTRICAL LTD., 
using national dailies, Sundays, 
local papers, national magazines, 
women’s magazines, trade press, 
posters and point-of-sale material 
for Philishave. (Erwin Wasey & 
Co., Ltd.) 

EDWARD SHARP & SONS LTD., 
using national papers, popular 
magazines. TV spots and cinema 
spots in “Tips” for toffees and 
crackers. (Smiths’ Advertising 
Agency Ltd.) 
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ss the 
Why look acre 
Atlantic. Mr. Dolan? 


COURIER embodies ‘the spirit of London, our way of life, our 
politics, our standard of living” and packs a punch when approaching 
politics. 

COURIER was started by me in 1938 with an unshakable belief in 
British craftsmanship—than which there is no better. British life and 
achievement represent the best that civilisation has to offer. 


I decided to resist the lure of mass circulation. The readers I wanted 
were men and women of the administrative and executive class in all 
walks of life. They are the buyers of Hawker Hunters, Javelins and 
Brush Group products, not the millions who flap around seeking 
Sensation, Sex and Sentiment. 


COURIER is an international magazine. If you could spare an hour 
or two I would gladly show you thousands of unsolicited letters from 
readers all over the world. Perhaps the few extracts below from people 
who can afford quality products may be the answer to your prayer. 


With added support of the advertising agents we could achieve an 
even wider circulation. We have shown that we have the creative ability 
to maintain standards second to none throughout the world, and with 
your help we can carry the British selling story to those who could be 


encouraged to ‘ Buy British’. 
kK“ 
fom 


P.S. Astute advertisers find advertising in COURIER a sound investment. 


*% You may be already inundated with praises for * I am a subscriber to COURIER, and each month I % Yesterday I received my September issue of 
COURIER—it is a masterly publication which I consider eagerly await the arrival of this very fine magazine. COURIER, and although Hurricane ‘ Flossie’ was 
the leading magazine in the English speaking world I enjoy everything about COURIER—from its editorials, er herself in gusty wrath outside, the day was 
and in other European countries. I say this because I the most interesting and stimulating articles, Art in our lifted from an extreme sense of melancholy by 
read American, French and Italian publications and so Time, and the Line of Grace pictures. Also, the size COURIER’S arrival. The entire office force of twenty- 
far, I have not yet come across a publication which and shape, the print, and the paper texture make four now look forward to CcouRIER. Work simply 
can compete with CouRIER. I am the proud — COURIER so comfortable to read. F. M. Mapes, stops for the time it may take for each to look through 


of all your CouRtERS published so far. Paul Diacono, MINNEAPOLIS. its pages. M. O. D. Hamilton, SOUTH CAROLINA. 
MALTA. 


M 4 at . hk s * Is it — for me to state the obvious? We 
: : , , : * My wife an are thoroughly enjoying the issues enjoy your publication. It is doing a good job 
x Non eth - oo — the guests a 7 Pace | of COURIER to which we subscribed several months ago. and brings home to non-English peoples all over the 
po thry . a readin fn Malcol MacDonald pen It is excellent from every point of view. A. F. world our British way of life, pictorially and graphic- 
a ay y ding it. f , Fogartic, D.D., ARKANSAS. ally. in the best De and with a sense of true dignity 
‘ and proportioned representation in these two fields. 
* I think CouRIER just wonderful. I hope many + As a printer and typographer the COURIER has H. Ashton-Jones, CAIRO. 
Americans will have it. Please send a copy to President been of great professional interest to me ever since we COURIER is a very welcome visitor here. It is seen 
Eisenhower in Washington. He had our London home first published. I regard the artwork especially as the by a great number of V.1.P’s at my home, Villa Said, 
during the war—I know what a friend he is to England. finest I have ever seen. No magazine in the States can and is then finally sent away to the British hospital 
R. A. Pinckard, CALIFORNIA. compare with it. F. E. Peters, VIRGINIA. here. Ismay, PARIS. 
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ADVERTISER'S WEEKLY 


A £15,000,000 MARKET! 


Nearly every Cinema Proprietor and Manager reads the 
Cinematograph Exhibitors’ Association’s fortnightly, The 
FILM REPORT. Copies are sent to the 4,387 members, 
Executives of 97° of all cinemas in Great Britain, who 
study it thoroughly and depend upon The FILM 
REPORT?’S assessment of films for their suitability for 
the cinemas under their control. 


Remembering that annual attendances at cinemas total 
1,275,000,000 and that average expenditure on confec- 
tionery, cigarettes, soft drinks and similar products is 3d. 
per attendance—a £15,000,000 market is open to The 
FILM REPORT advertisers. 


The FILM REPORT, the Cinema Managements’ OWN 
publication, published for 30 years, is now available to 
advertisers. Here is a new and highly profitable media 
for firms already supplying cinemas and for others who 
seek entry into this enormously remunerative field. 


The FILM REPORT is also a good media for advertising 
Furniture and Equipment, Soaps and Cleansers for 


Cinemas. Over 60 pages of advertising have been booked. 
The FILM REPORT is a Member of the ABC. 


Write NOW for specimen copy and rate card to the 
advertisement representatives, 
WILLIAM SAMUEL & CO. (LONDON) LTD., 
17 Philpot Lane, E.C.3. Tel. Mansion House 0428/9. 


Rates and Detai/s from 


143 FLEET STREET | HEAD OF 


LONDON E.C.9 BRIDGE S' 
PHONE: FLEET 9179 || 


Ic 
ELF 
PHONE: BELFAST 2 


| spots on all channels. 


| our failures’ in 


OcroBer 19, 1956 


MORE CURRENT ADVERTISING 


Television advertising for Tunes, a new throat sweet produced by Mars Ltd., 

was launched on Tuesday. All three commercial TV stations are being used. 

This is a still from the 30-second commercial which has been produced. 

Press advertising for the product includes large spaces in the “Daily 

Express.” “Daily Mail.” “News Chronicle’ and a Scottish paper. Agents 
for Tunes are Young & Rubicam Ltd. 


National drives 
for Biro-Swan 


Two big advertising campaigns 
are scheduled for Biro and Swan 
pens. Featured in the Biro drive 
will be the new range of pens and 
also the new formula ink. This ink 
has been used in blue refills for 
some months—“but it was decided 
to allow the ink to stand the test 
of time before drawing attention 
to it.” 

The media to be used include 
national dailies, national weeklies, 
Radio Times and commercial TV 
Backing up 
the press drive will be packaging, 
display and point-of-sale material. 


| Agents for Biro are Mather & Crow- 
| ther Ltd. 


The Swan pen campaign includes 
spaces in national dailies and Sun- 
days, London evenings and maga- 
zines. Swan advertising is handled 
by C. J. Lytle (Advertising) Ltd. 


Sharp’s Christmas 
advertising plans 


The theme of the national .adver- 
tising campaign conducted by 
Edward Sharp and Sons Ltd., for 
the Christmas trade will be “Sharp's 
Toffees for Christmas."” The cam- 
paign opens on November 18, with 
a half-page advertisement in the 
Sunday Express, television spots on 
the four commercial stations, and 
the first screening of the Christmas 
edition of “Tips.” 

During the peak Chrisimas shop 
ping period the public will be secing 
100,308,000 press ads, TV spots in 
2,200,000 homes and “Tips” in 
1,739 cinemas. 

The press campaign will include 
half-pages in leading national papers 
and full-colour pages in popular 
magazines. Agents are Smiths’ 
Advertising Agency Ltd. 


Bad PR and international politics 


Tell The People, by Mike Williams 
Thompson, published by World's Press 


| News Publishing Cc., Ltd., price 12s. 6d. 


“THE people who are prob- 


ably most distrustful of 


| propaganda and who regard it 
| as ungentlemanly are those 


who should be the first to 
realise its value in the coun- 
try’s interest.” Such is the 


| opinion of Mike Williams- 
| Thompson, ex-chief informa- 
| tion officer to the Ministry ot 


Supply from 1946 to 1949, and 
now managing director of 
Sidney-Barton Ltd., the public 
relations firm. 


In this, his latest book, he 
criticises British propaganda 
methods and ascribes many of 
international 
politics to bad public relations. 

“Advertising in Britain,” he 
says, “takes the offensive: 
propaganda is nearly always on 
the defensive. A typical British 
propagandist is a Whitehall 
ae with finger to his 
Ips. 

“The world is full of 


thundering liars who, through 

the media of press, radio aid 

whispering campaigns, make it 
their business endlessly to 
traduce British policy. All that 

British propagandists appear to 

be able to do in reply is to 

bleat weakly: ‘It isn’t true!’ 

But they should have shown 

what was true in the first 

place.” 

He deplores press relations in 
connection with the Royal family 
and believes that an exper: 
public relations consultant should 
be employed at Buckingham 
Palace. 

In a chapter on this subject, he 
remarks: “* f the Crown is 
to survive as a symbol of per- 
manence ... its public relations 
must be handled expertly rather 
than left to Palace officials far 
too steeped in protocol to know 
what public relations are. God 
save the Queen from her present 
advisers in this vital field.” 

Other chapters deal with “The 
decline of socialism,” “Britain 
and the Middle East,” “Industria! 
relations,” “Propaganda in war- 
time,” and “Private relations.” 
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We very rarely have a vacancy 
on the creative side of our business. 
Our team has in the main grown 
4 t along with us—and we’ve been 
orea pretty exacting in making sure 
that each is as good a specialist 
s in his own field as could be 
opportunity found. Now, continued expansion 
offers a big chance to a first-class 
» 8 Display designer. 
for an enterprising We seek a top man, versatile, 
adaptable and teeming with 
bright ideas who is also capable 
d : t can of gently curbing inspiration in 
esioner 0 join the interests of practicability. 
He should have current experience 
of designing in the point-of-sale 


the best team in the —ssccrirorte aes vr 


strong flair for it. 


The position offered is in our 


. 
point - of - sale London studios, is permanent, 


and a contributory pension 
scheme is in operation. 


a 

husiness Write in confidence for an 
appointment to the Managing 
Director giving details of 


past and current experience 
and state salary required. 


LEON GOODMAN DISPLAYS LIMITED 


119/125 WHITFIELD STREET LONDON WI!-TEL EUSTON 5351 
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ADVERTISER'S WEFKLY 


APPOINTMENTS VACANT 


LETTERING 
ARTIST 


A vacancy exists for an 
experienced lettering artist 
preferably with some experi- 
ence of retouching and the 
preparation of technical illus- 
trations in line and wash. 


Write or telephone 
Art Director 
SCOTT-TURNER 
& ASSOCIATES LTD. 


Incorporated Practitioners 
in Advertising, 
17-18 Dover Street, W.1 
HY De Park 0481 (10 lines) 


AN OPPORTUNITY is open for an 
experienced, all-round Studio Artist, 
as Assistant to Art Director of a 
leading greeting card publishers 
Must be a first-class lettering artist 
and have knowledge of the applica- 
tion of colour work and lay-outs to 
Lithographic and Letterpress pro- 
cesses. Salary in accordance with 
qualifications. Write, in the first 
instance, giving age and full details 
of experience. to 
Box 4639 Ad. Weekly 180 Fleet St EC4 

TECHNICAL ILLUSTRATOR required 
by firm in S.E. London. Experienced 
in all branches and able to take re- 
sponsibility. Write, giving full par- 
ticulars and salary required. 

Box 4684 Ad. Weekly 180 Fieet St EC4 


64 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 4s, per line, 45s. per display panel inch. 
APPOINTMENTS WANTED, 3s. 6d. per lime, 40s. per display panel inch. All other 
classifications, 4s. 6d. per line, 50s, per display panel inch. Minimum, 3 lines. Box 
No. charge, one lime plas Is. covering postage, etc. Series rates on application: all 
advertisements under seven insertions MUST BE PREPAID. Address ‘Advertiser's 


Weekly.”’ 180, Fleet Street, London, E.C.4. WATerloo 3388 


(Ex. 25). 


APPOINTMENTS VACANT 


COPYWRITER 


salary, excellent sickness and pension benefits, 


education and experience to: Personnel 
Dexion Ltd., 65, Maygrove Road, London, N.W.6. 


A first-class opportunity has arisen for a young copywriter 
in the Sales Promotion Department of Dexion Limited. 
The work involves copywriting for literature, exhibitions 
and extensive direct mail activities. Applicants shou'd be 
under 35 and prepared to work hard in return for a good 


really friendly atmosphere. Please send full details of age, 
Dept. (C), 


and a 


FIRST-RATE ARTISTS WANTED. | LETTERING ARTIST 
Pleasant studios off Baker Street. | wanted for small City 
Please telephone for appointment organiser would be 
PAD 9321. John Camp Studios | Junior also required 

ARTIST DESIGNER wanted for ad- or write 
vertising concern in North West Eng- 
land. Ability to produce roughs and 


(topline, slick) 
studio Good 
given charge 


Ring FRE. 4153 
Box 4735 Ad. Weekly 180 Fleet St EC4 


finished drawings, etc., for press ads., CIRCULATION REPRESENTATIVE 
literature and packaging. Agency required for monthly trade paper ap- 
experienced preferred. Congenial pealing to food retailers State area 


working conditions, pension scheme, covered and — terms 


etc. Write, giving particulars of age, 
experience and salary required, to 
Box 4681 Ad. Weekly 180 Fleet St EC4 
IF you have the experience and practical 
knowledge of selling, or the creative 
ability to make your services worth tising Also 
£2.000/£3.000 a year to a well-known 
London Advertising Agency, write. 
Box 4706 Ad. Weekly 180 Fleet St EC4 


E.C.2 
TECHNICAL ARTIST 


wanted 
operating. Write 


Write, Box 


*C. D.", c/o J. W. Vickers and Co., 
Ltd.. 7/8, Great Winchester Street, 


required with 


ability to produce layout for Adver- 
a first-class Retoucher 
Bonus and pension schemes 


| Box 4600 Ad. Weekly 180 Fleet St BC4 


OctoBer 19, 1956 


APPOINTMENTS VACANT 


PUBLIC RELATIONS 


A TRAINED 
TECHNICAL 
EXECUTIVE 


is required by a small independent 
Public Relations Group. The man we 
want must have a journalistic or P.R 
and chemical or engineering back- 
ground. He must have newsworthy 
ideas and be able to write quickly and 
lucidly in a hectic atmosphere. He 
will work on his own initiative and 
with the assistance of a personal secre- 
tary. To the man who can give clients 
value for money there's much more 
than just a four figure salary available. 
Detailed resume of experience please 
Interviews immediately 


Our stoff have seen this advertisement. 


Box 4714 
Advertiser's Weekly 180 Fleet St EC4 


SPACE BUYER (male) required for 
West End Agency Good prospects 
for young man used to working cn 
national and trade accounts Write 
in confidence, stating age, experience 
and salary required. to 
Box 4745 Ad. Weckly 180 Fleet St EC4 


PRINT AND PRODUCTION Accounts 


Clerk This is one of the fastest- 
expanding Agencies in London, and 
it urgently needs a first-class Accounts 
Clerk He should be between 20-25 
and have a sound knowledge of 


accounts procedure. good at figures 
and neat handwriting essential He 
will get a good salary luncheon 
vouchers Full details in writing 
please 


to 
Box 4744 Ad. Weekly 180 Fleet St EC4 


Box 4741 


General and Lettering 


Artists required for 


West End Studio 


Experience essential. Interesting and 
varied work on important national accounts. 
Excellent conditions. Top salaries 


offered to the right applicants. 


Advertiser's Weekly 180 Fleet St EC4 


Good experience 


ers are supplied. 


Apply to Staff Manager 


giving full particulars. 


TWO COPY 
DETAIL MEN 


are required by J.H.P. 


is 
ability to control the detail work of an 
Executive Group. Salary will be paid in 


accordance with ability. Luncheon Vouch- 


JOHN HOBSON & PARTNERS LTD., 
11 GROSVENOR HILL, wW.|. 


All replies will be treated as confidential. 


essential and the 


Phone your classifieds to 


WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS 


THE NEWSPAPER. SOCIETY 
ea ee et for the new R ETO U C H E oo 
re ERTISING PROMOTION Cc Oo P Y Ww R ‘ T E R 


DEPARTMENT If you're looking for more responsibility—more appre- touching artist experienced 
of a ciation—an interesting assortment of work, consumer, e Pe 


technical, st fy hz deas that both scintillate in working on engineering 
REPRESENTATIVE tintin. <. icaatiihiens 


The duties call for a man who under- You will probably have had several years’ agency experi- A vacancy could also exist 
stands the practices and policies of ence. You will know that a first-class agency offers the , 
campaign planning and who can scope for initiative—-and promotion—that you seek. You for a less experienced re- 
present a selling story with authority will appreciate good work, goodwill, good humour in your toucher of promise. 
and conviction. A sound knowledge colleagues ; and you will look for—and receive a ¢ 
of local newspaper advertising is similar appreciation from Write or telephone 


necessary, plus the ability to establish F A WwW D fe y Ss Art Director 

effective liaison at all levels with SCOTT-TURNER 
Salary according to age and experi- : i ‘ 
ence Weitsen applications with Managing Director, i ASSOCIATES LTD 


fullest possible particulars should be MARK FAWDRY LTD., a Se 
sent, marked Personal, to the . in Advertising, 
ee ee ee ee Ot, 17-18 Dover Street, W.1 


SENIOR WOMAN EXECUTIVE re. | YOUNG SHORTHAND / TYPIST HYDe Park O48 (10 fines) 
— quired for Press and Yivision wanted as Secretary/ Assistant in City 
pyetee > ny ~ Ro fgg ere of advertising agency Aged 25-30, manufacturers’ publicity deparument PATONS AND BALDWINS LTD., 
“bil eens 4 a age - but age no bar to right applicant Top salary to really bright gir! spinners of P and B knitting and rug 
a ility an interest in space se a Previous P.R. experience an advan- Box 4752 Ad. Weekly 180 Fleet St EC4 wools, seek an Advertising Assistant 
essential. Details of qualifications an tage Staff experience on newspaper GFNDRAL ARTIST RETOUCHER. able to write factual copy and to help 
salary Re ge » Pies EC4 or magazine essential Please send Growing agency, mainly technica! with administration and correspond- 
Box 4718 Ad. Weekly 180 Fleet St EC examples of published work to accounts, requires artist for retouch- ence. Five-day week and pleasant 
ART DEPARTMENT. There is an Box 4727 Ad. Weekly 180 Fleet St EC4 and general artwork Agency has working conditions in Brentford 
opening on the staff of Good House- zEC LIMITED, 128, Baker Street, own photographic studio A good Middlesex Young executive living 
keeping Magazine for an Assistant with W.1, require an experienced Male opportunity for young man with in the Ealing, Hounslow, Richmond 
sound training in typographical design lettering artist. Pleasant working con- studio experience interested in en- area would find this job rewarding 
and preferably some experience in ditions and good salary to the right gineering advertising ‘Phone Mr Apply, S. H. Bowden, Patons and 
magazine or booklet layout. Applica- man Apply for appointment, by Allen. TEMple Bar 4152 Baldwins Ltd., Great West Road, 
tions in writing, giving age and —_ letter or telephone, WELbeck 1876. JUNIOR PRODUCTION MAN  ¢e- ry " eens Telephone 
cations (no specimens), to the Editor. RETOUCHING AND LETTERING quired by leading City agency ALing 628 
30 Grosvenor Gardens, London, SW! ARTISTS required by Central London Previous experience an advantage ADVERTISING REPRESENTATIVES 
EXPERIENCED LAYOUT ARTIST studio. Hours, 9 am-5.30 pm. Good but not essential Five-day week required (male or female) for official 
for art studio Write, giving details salaries to. right men Write, giving Luncheon voucher and a publications, guides, etc References 
and salary required brief details of experience, to schemes in operation Wr required and replies to all applicants 
Box 4719 Ad. Weekly 180 Fleet St EC4 | Box 4770 Ad. Weekly 180 Fleet St EC4 Box 4734 Ad. Weekly 180 Fleet St EC4 Box 4713 Ad. Weekly 180 Fleet St EC4 


A vacancy exists for a re- 


advertisers and agents 


Full details please to 


Director, Newspaper Society, White- 
friars House, Carmelite St. E.C.4. 


Stuarts T.V. 


WANT A Commercial 


Senior Account Writer 
Executive with more to contribute than talent 


McCann's success in TV produces an excellent 
opportunity for another top-line scriptwriter. A 
to take charge of one of their groups. man or woman with Agency copy background who 
moved into TV early and is ready for exciting new 
responsibilities. 


Experience of the electrical trade would 


be an advantage, although not essential The money is good, the possibilities almost limitless 
and the people nice to work with, but gou need at 
least a year’s full-time TV creative experience. Write 
Write to fully about yourself to our TV Director. (All 
applications will be considered absolutely con- 
37 Park Street W\ “ites aie 
fidential.) 
with full details of experience ; ! 
f f exp McCann-Erickson Advertising Limited 
and salary required Brettenham House, Lancaster Place, W.C.2. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS 


Expanding 
creative 


group 


need a 
versatile 
layout 
artist 


Essential qualifications. 


At least three years agency 
experience. Sound 
typographical sense. 

Able to interpret (with 
sensible suggestions) 
visualisers’ roughs into 
slick pencil, or highly 
finished layouts—black and 


white or colour. 


Write : 


Creative Director, 

G. $. GERRARD LID., 
10 Argyll Street, 
London, W.1. 


} (20-25) required for 
training in production department of 
Technical Publishers. Keenness and 
sense of responsibility essential. 
Ability to do rough layouts an advan- 
tage. Write 

Box 4726 Ad. Weekly 180 Fleet St EC4 


ARE YOU 
TECHNICAL? 


London Agency, specialising in 
the industrial field, ready for 
another move forward, offers a 
worthwhile opening to a know- 
ledgeable, technical executive with 
experience in all aspects of 
publicity, to promote new busi- 
ness. The man who gets the job 
may be in the early forties. 


Our staff know of this advertise- 
ment. Write fully, in confidence, 


to :— 
Box 4769 
Advertiser's Weekly 180 Fleet St EC4 


| 


A WELL-KNOWN group of companies 
has vacancies for two Brand Mana- 
gers in subsidiary companies in S.E. 
Lancs and West London. Candidates 
should be between 29 and 35 years 
of age and have had good practical 
experience of marketing and adver- 
tising consumer goods. Past selling 
experience would be an advantage. 
The men appointed would take charge 
of the advertising and promotion of 
a product or a group of products, 
and would be directly responsible to 
a Markoting Manager. The posts 
offer excellent opportunities to young 
men of calibre to prove themselves, 
and opportunities of promotion are 
good. Pension and profit participation 
schemes are in operation Starting 
salaries £900-£1.250, according to ex- 
perience. Applications will be treated 
in confidence, and should include full 
details of experience and personal 
history. 

Box 4728 Ad. Weekly 180 Fleet St EC4 


EXPERIENCED SPACE SALESMAN 


male or female, free-lance, residing in 
Birmingham, required for sole representa- 
tion of seven well established, strictly 
specialised magazines and year-books 
without competition and with official 
backing for Home and Export trade. 


Write Box 4773 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT required, male or female, 
in office of publishers of technical 
journals dealing mainly with medicine 
and pharmacy. Qualifications should 
include experience of reporting and 
sub-editing, typography, proof read- 
ing and final make-up. Aptitude for 
detail is important, and some medical 
or pharmaceutical knowledge will be 
an advantage. Duties are varied and 
interesting and position is a progres- 
sive one. State age and salary 
required. 

Box 4721 Ad. Weekly 180 Fleet St EC4 

TOP CLASS RETOUCHER required 
by studio in Lo London. Top 
an salary. Wr 
Box 4730 Ad. Weskly 180 Fleet St EC4 


Are YOU Interested in Technical 
Publicity ? 


Here is Your Opportunity ! 


Expanding West End agency requires a 
young man, with ability, drive and ambition 
to act as account executive. Some experi- 
ence of technical advertiring essential. We 
are a small firm—but demand the best for 
ourselves and our clients. !f you fit the 
bill, please write, giving experience a 
salary required. 


Box 4749 
Advertiser’s Weekly 180 Fleet St EC4 


APPOINTMENTS VACANT 


YOUNG MAN 


COPY DETAIL AND PRODUCTION, 
Capable man or woman required by 
small well-established Agency Must 
be able (1) to see that copy is 
despatched and proofs are received on 
time ; (2) check proofs critically and 
with accuracy; (3) make and mark 

up copy layouts for the papers; (4) 

order blocks Experience essential. 

A conscientious worker who will co- 

operate with existing staff is required 

White with full details to 

Box 4748 Ad. Weekly 180 Fleet St EC4 


LETTERING 
ARTISTS 


Large Printing and Publishing 
House have vacancies for two 
First Class Lettering Artists. 


Top salaries for right men. 
Excellent Studio conditions. 
S.L.A.D.E. preferred. 


Telephone Studio Manager, 
ACORN 6561. 


PRODUCTION CHARGING Assistant 


| required by medium-sized Agency. 
| Must be good typist and interested 
in figures Good salary offered 
Hours, 9.30 am-5.30 pm. No Satur- 
days Canteen facilities Apply to 
D. J. Keymer & Co. Ltd., 52 Bedford 
Row, WCI 
ARTIST WANTED urgently A good 


experienced all-rounder with accent 
on lettering required immediately 
"Phone: TRA. 2773 


ARTIST, versatile and experienced, re- 
quired for work on sales promotional 
material in large selling organisation 


Must be good letterer Modern 
Offices, canteen, pension scheme. 
recreational facilities Write, Adver- 


tising Manager, Caribonum  Ltd., 
Leyton, E.10. Or telephone for ap- 
pointment, LEYtonstone 3600 

LAYOUT ARTIST. Well established 
West End Agency specialising in 
technical accounts has a vacancy for 
a young Layout Artist to handle lay- 
outs and adaptations, etc. Should 
have a sound knowledge of type faces 
Position offers good opportunity for 
advancement Write 
Box 4755 Ad. Weekly 180 Fleet St BC4 

RETOUCHING ARTIST required for 
West End studio pees in tech- 
nical accounts. Top salar 
Box 4756 Ad. Weekly 180 Fleet St EC4 


JUNIOR REQUIRED 


in Art and Screen Printing Department 
for general duties. Either sex. Some 
knowledge of drawing and painting 
essential. Full time employment only. 
Salary according to age and experience. 
Write, call or telephone : 


ERNEST W. PERRETT LTD., 
Flag Manufacturers, 
65, Holloway Road, N.7. 
(Near Highbury Corner) 
Telephone NORth 5771. 


LIVE MAN, late 20's, sought as 
advertisement canvasser by well- 
known South Coast evening news- 
paper Some knowledge of layout 
essential. Salaried post offering good 
prospects Write 
Box 4738 Ad. Weckly 180 Fleet St EC4 

YOUNG MAN OR WOMAN for PRO 
work City office Qualities neces- 
Sary: good “news sense,"’ writing 
ability, industry.. Reporter might suit 
Telephone : FRE. 4153 or write 
Box 4751 Ad. Weekly 180 Fleet St EC4 


and successful. 


present level. 


| ACCOUNT 
| EXECUTIVE 


A well-known and well-established 
Advertising Agency in the West End of 
London needs an Account Executive. 


The man we seek is young, experienced 
He is now probably looking 
after important accounts in a leading Adver- 
tising Agency but feels limited by lack of 
opportunity to progress. 


We expect to pay him a salary above his 
His future with us will only be 
limited by his own capabilities and his readi- 
ness to take on responsibility. This advertise- 
ment is known to the staff. 


| Applications, which will be treated in the 
| strictest confidence, should be addressed to 
the Managing Director : 


Box 4776 
Advertiser’s Weekly 180 Fleet St EC4 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


ARTIST-RETOUCHER 


required who is used to good finished 
work on National accounts and would 
like to do such work in congenial 
surroundings. Write or phone :— 
Walley Studios Led., 
145, Oxford Street, W.! 
GERrard 5508 


ADVERTISEMENT SPACE. Expand- 
ing company requires Sales Super- 
visors to develop the following areas : 
North-East, Yorks/Lancs, Midlands. 
Applicants should have successful 
sales record in local media and be 
prepared to engage and train men 
Excellent salary, commission and 
over-riding Full details, please, to 
Box 4753 Ad. Weekly 180 Fleet St EC4 


EXPERIENC ED TECHNICAL COPY- 
WRITER) VISUALISER Campaign 
Planner required by Bristol office of 
Glovers Advertising Ltd. to help with 
increasing volume of work on trade, 
technical and consumer accounts in 
West Country Write to K Dept., 
Glovers Advertising Ltd., Mark Lane, 
Bristol, 1. 


EXPERIENCED 
ARTIST 


Good all-round artist 
required 
Able to execute slick visuals and 
also competent finished work. 
Agency or Studio experience 
essential. Tel. for appointment: 


Mr. Clark, GER. 4741 


MARKETING. Leading International 
Advertising Agency requires experi- 
enced Marketing Executive. Know- 
ledge / experience grocery and/or 
pharmaceutical markets. Work en- 
tails preparation of market analyses, 
merchandising plans for consideration 
by top management Selling experi- 
ence an advantage Apply, stating 
age, present salary, etc., 

Box 4731 Ad Weekly 180 Fleet St EC4 


T.V. MEDIA DEPT. 
ASSISTANT 


wiil be required to assimilate 
and report upon all T.V. 
Statistics and surveys as foun- 
dation for Time-buying, and 
to be responsible for details of 
orders, etc. Experience in 
Media Dept. of Agency desir- 
able, though not necessarily as 
regards T.V. Apply in writing, 
giving age, experience, salary 
required, to : 


A. B. Turner 


SAWARD, BAKER 


& CO. LTD. 


27, Chancery Lane, London, 
W.C.2. 


LEADING LONDON Advertisement 
Management organisation requires 
lively experienced Space Representa- 
tive (25-35) for first-class, well- 
established media in and 
semi-technical fields. salary, 
plenty of scope 

Box 4754 Ad Weekly 180 Fleet St EC4 


One of the best 
SENIOR 
COPYWRITERS 


on industrial accounts 


consumer 
Good 


is offered well-paid and excellent career 
with one of London's best technical 
agencies. Write fully to 


Box 4710 
Advertiser's Weekly 180 Fleet St EC4 


(Present staff advised) e 


SITUATIONS VACANT 


The following Situations are now open in 
really good London Advertising Agencies : 
SHORTHAND TYPISTS with some 
Agency Experience, £7 to 0. 
Seeee Te eree SHORTHAND 


ISTS with knowledge of Agency 
Routine, £7.10.0 to £15.0.0. 


SHORTHAND TYPISTS with liking 
for ee (Schedule Work), €7.0.0 to 
£8.10 


COPY TYPISTS must be neat and 
accurate £7.0.0 to £8.0.0. 


VOUCHER CLERKS and COPY 
DETAIL—Male or Female—£7.0.0 up. 

LEDGER AND INVOICE CLERKS 
£7.0.0 up according to experience. 

RECEPTIONISTS AND TELE- 
PH ONISTS—47.0.0 up. 


No Fees to Pay 


Write, ‘phone or call—any day from 
9.30 to 2 p.m. 


STAFFS ORGANISATION 
Ill High Holborn, W.C.I 


(near the Holborn Tube) 
CHANCERY 2550 


ADVERTISING ASSISTANT required 
by large engineering company in 
Coventry Agency experience in lay- 
out, contracts, etc., desirable. Full 
details of age, 
required to 


Box 4733 Ad. Weekly 180 Fleet St EC4 | 


experience and salary | 


| ADVERTISEMENT MANAGER re- 


quired for established monthly tech- 
nical journal, commencing £700, 
expenses and commission. Please 


State in confidence age and full details | 


of experience to 
Box 4720 Ad. Weekly 180 Fleet St EC4 


EVERETTS 


require 


Layout Artist 
(Capable of figure work) 


also 
Experienced 


Typographer 


Please phone 
B. J. EVENETT 


at Gro 3477 


Everetts Advertising Ltd. 
10 Hertford St., W.1. 


VICK 


INTERNATIONAL LTD. 


are expanding 


their Advertising 


Department 


and need— 


A SENIOR PRODUCT MANAGER 


AN ASSISTANT PRODUCT MANAGER 


Both these positions provide excellent opportunities 
for ambitious men who may feel that their present 
jobs lack scope. 


The senior position is for a man with current 
experience in the field of advertising or sales 
management, or executive experience in an agency. 
Age 30 to 35. 


The junior position is for a man with similar 
experience but at a lower level. Age 27 to 30. 


For both positions the starting salaries will be 
generous and prospects of promotion good. 


If you have the right qualifications and want to 
join an enthusiastic, expanding company with 
international connections, send brief details about 
yourself, in confidence, to : 


Managing Director, 

VICK INTERNATIONAL LTD. 
10, New Burlington Street, 
London, W.1. 


- 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


BEVERLEY PICK 


is anxious to fill vacancy for a 
Senior Design Associate 


on his team. Applicant must have 
an all-round knowledge of display 
and exhibition work, and must 
be an outstanding creative artist 
and constructional draftsman, 
with ability to produce competent 
presentation drawings and pers- 
pectives. Previous experience 
with a leading design team an 
advantage. The right man can 
expect to receive a commencing 
four figure salary and long term 
employment working on a wide 
variety of projects for an ex- 
tensive clientele. 


Beverley Pick Associates 
TEM. 7058 9 


COPY/LAYOUT MAN required by a 


medium size London Agency We 
require a man aged between 25-30 who 
can create layouts and write the copy 


for press ads., brochures, etc also 
capable of doing quick layouts for 
typographical ads Write full details 


to ‘ 
Ben 4743 Ad. Weekly 180 Fleet St EC4 


Is this your job? 


EXPERIENCED 
PERSONAL SECRETARY 


with desire to train as Assistant 
Production Manager to a Group of 
Technical Journals. Shorthand, keen- 
ness to get on essential. Good salary, 
5-day week, 2 weeks’ holiday in 
Summer. Write 


Box 4712 
Advertiser's Weekly 180 Fleet St EC4 


JUNIOR LAYOUT ARTIST required 
by well-known company of Publicity 
Consultants willing to work, with 
unlimited enthusiasm, on a variety 
of accounts Excellent opportunity 
for person with initiative and drive 
Art school or previous studio train- 
ing an advantage Details to 


Box 4746 Ad. Weekly 180 Fleet St EC4 


SENIOR 
SALES EXECUTIVE 


wanted by 


SCOTTISH TELEVISION LIMITED. 


Must be a man of considerable 
experience as a Sales Executive, 
and a keen administrator. Should be a 
man of ideas and enthusiasm, capable 
of selling and developing this new 
medium with its unlimited potential. 
It is not essential to have had newspaper 
or television experience but his 
qualifications must equip him to 
handle not only sales but also in time 
to be a Senior Executive of the Com- 
pany. Applications giving qualifica- 
tions and full details to 


Managing Director. 
Scottish Television Limited, 
North Bridge. 
EDINBURGH, 1. 


68 


APPOINTMENTS VACANT: 


EXRUEERZCN CLASSIFIED ADVERTISEMENTS 
f*_avroinrments vacant | 


FASHION ARTIST 
required, 
write or phone for appointment to :— 
HALLONS ADVERTISING 
SERVICE LTD., 
214220 Maybank Road, 
SOUTH WOODFORD, E.i8 
PHONE : BUCkhurst 884! 42 


JUNIOR TYPIST required for advertis- 
ing department. Absolutely no know- 
ledge of the business necessary, but 
what is necessary is a good intelligence 


and an ability to work hard. Not all 
typing by any means, but variec 
and—we think — interesting work. 


Write 
Box 4716 Ad. Weekly 180 Fleet St EC4 


GENERAL ARTIST, mainly finished 
work, required for Agency studio 
Creative ability an advantage. Write, 


Stating experience and salary required. 

to Larder & Stevens Ltd., 72 Fleet 

Street, EC4. or ‘phone FLEet Street 
> 


1422 


INVOICE 
TYPISTS 


(female) required by expanding 
agency. Typing accuracy more 
essential than speed. Agency 
experience desirable. Salary ac- 
cording to age and ability. Good 
Working conditions. 5-day week. 


Ring Staff Manager, Euston 8061 
CRANE PUBLICITY LTD. 


ADAM HOUSE 
ONE FITZROY SQUARE, W.1. 


GENERAL LAYOUT ARTIST with 


experience for London Agency 
handling technical accounts. Pleasant 
working conditions Telephone for 
appointment HOLborn 6378 


Here’s the 


ability 


and experience. 


strict confidence to : 


CHANCE OF A LIFETIME 


in the North of England 
for an agency man 


We are a very successful and old-established medium sized 
agency in Yorkshire and we are looking for an executive of 
outstanding capability, drive and personality to speed on 
the natural expansion of our business and to handle a group 
of existing accounts, both national and trade. 


Essential qualities are absolute integrity, robust health, 
good agency experience (almost certainly M.I.P.A.), the 
to handle successfully and with originality the 
marketing and advertising (including copy) of consumer 
products on a national scale. 
commercial T/V an advantage. 
for will probably be 25—35 with a Public School education, 
keenly ambitious and a good mixer. 


The initial salary will be attractive and according to ability 

i Financial progress will be in accordance 
with the enlarged success of the Agency. We have in mind 
an early Directorship and a permanency for the right man. 


Full details of career and present remuneration in 


Box 4462 
Advertiser’s Weekly 180 Fleet St EC4 


An intimate knowledge of 
The fellow we are looking 


EXPERIENCED LETTERING ARTIST 


wanted for first-class film title work. 
Must be experienced and good clean 
worker Good wages and conditions 
Apply, Personnel Manager, The Rank 
Laboratories (Denham) Ltd., Denham, 
Uxbridge, Middlesex. Telephone 
DENham 2323. 


YOUNG EXPERIENCED 


DESIGNERS 
REQUIRED 


Capable of working to visuals, and 
ability to reach presentation standard 
on high class prestige colour work. 
Appreciation of good typography an 
advantage. 
Opportunity to work under pleasant 
conditions on interesting Accounts. 
Staff pension scheme operating. 
Please write in details to 
Mr. J. W. Storey, 
Daniel Greenaway & Sons Ltd. 
69, Old Broad Street, 
London, E.C.2. 


YOUNG PRODUCTION MAN with 
some experience of artwork and 
block ordering wanted for busy pro- 
duction department of London 
Agency. Write, stating age and salary 
required, to 
Box 4762 Ad. Weekly 180 Fleet St EC4 

LADY ADVERTISEMENT ASSISTANT 
required for office of Trade Press 
Publications. Good salary. Luncheon 
vouchers Five-day week Write. 
Stating age and experience, including 
Present position and salary earned, to 
Box 4724 Ad. Weekly 180 Fleet St EC4 

ACCOUNT EXECUTIVE for small 
London Advertising Agency A keen 
capable man with all-round experience 
and ability for introducing new busi- 
ness Salary and commission 


Box 4722 Ad. Weekly 180 Fleet St EC4 


SENIOR TYPOGRAPHER 
and 
JUNIOR TYPOGRAPHER 


required to join creative group, producing 
high-class industrial print. Must have at 
least four years’ agency experience, good 
design sense, with the ability to produce 
finished layouts. Telephone : B. Mansfield 
—TAT 0900—for interview. 


| 


Ocroser 19, 1956 


APPOINTMENTS VACANT 


CREATIVE 
LAYOUT 
ARTIST 


A wonderful opportunity arises 
for a genuinely creative and 
versatile layout artist. 

The young man or woman who 
now seeks more scope after at 
least three years’ Agency ex- 
perience will find that this is 
** just the job’! 

We shall, of course, regard as 
essential a proven ability to 
produce slick pencil layouts and 
an instinctive feeling for design 
and colour. 


Details, please, to The Studio 
Manager, Stephens Adver- 
tising Service Limited, 
Clarendon House, I! - 12, 
Clifford Street, New Bond 
Street, W.!. 


ADVERTISEMENT 


REPRESENTA- 
IVE wanted for established monthly 
journal. Salary and commission. Ex- 
cellent opportunity for enterprising 
man Full particulars of experience, 


to 
Box 4687 Ad. Weekly 180 Fleet St EC4 


ASSISTANT TO 
PUBLICITY MANAGER 
REQUIRED 


by nationally known group of Radio & 
Television Companies. Age about 25. 
Knowledge of printing and production 
essential; also the ability to contro! the 
flow and detail of literature in the 
Companies’ printing department 

Staff canteen. Superannuation scheme. 
Phone or write for appointment— 


Publicity Manager, 
Regentone Radio & Television Ltd., 
Romford, Essex 
Romford 5991 


KODAK 


LTD. require Advertising 
Production Assistant Age 21-27 
Work at Ruislip Apply, Personne! 
Manager, Building 105, Kodak Ltd 
Wealdstone, Harrow, Middlesex 


LADY CLERK for Advertising Agency 


accounts department Competent 
typist, shorthand not necessary No 
Saturdays Write, stating age, ex- 
perience and salary required, to 

Box 4768 Ad. Weekly 180 Fleet St EC4 


Tibbenham’s 
want another 
first-class 


PRODUCTION 
MAN 


He must be an experienced 
and careful worker capable of 
assuming full responsibility for 
the production control of a 
varied list of Accounts in- 
cluding the passing of instruc- 
tions for artwork and block 
ordering. 5 day week. Good 
prospects. Apply in own 
handwriting, giving details of 
age,experienceandsalaryto:— 


General Manager, 
Tibbenham Publicity Ltd. 
244 High Holborn, W.C.! 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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Octoser 19, 1956 


ili 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


A VACANCY EXISTS in the creative 
department of a London Agency for 
a good all-round  visualiser/layout 


man Sound typographical back- 

ground is an_ essential Write, AUTHOR / JOURNALIST/PRO/BRO- 
Stating previous experience and salary CHUREMAN (29), successful ro- 
required, to moter of products and persons, feels 


Box 4763 Ad. Weekly 180 Fleet St BC4 time now ripe for a little self-promo- 


TECHNICAL ILLUSTRATOR required tion. Wide asuspeper, tagetine and 
for precision instrument manufac- publicity experience No rolling 
turer’s publicity department in the stone—simply fated to broader ae anal 
Leyton area revious experience in ence than some. Fund of ideas. 
producing line work for reproduction Capable, willing, 24-hour clock no 
is essential. Salary is based upon a novelty. The ideal executive for that 
progressive scale, and a contributory gy PR or ad. account. Write now 

ension scheme, together with other “J 7 ‘ . 
call facilities, is aveiletle Written Box 4757 Ad. Weekly 180 Fleet St EC4 
application, giving details of previous SECRETARY, good education and 
experience, age and salary required, appearance, secks interesting post in 
should be addressed to publishing / advertising/ public relations 
Box 4761 Ad. Weekly 180 Fleet St EC4 West End , 

TECHNICAL PUBLICITY. Young Box 4774 Ad. Weekly 180 Fleet St EC4 
man (National Service completed), DESIGNER with 10 years’ Agency ex- 
preferably some hardware back- perience seeks art directorship with 
ground, required to be responsible company specialising in technical or 
tor literature and publicity at London semi-technical accounts Salary re- 
head office of a leading company in quired £1,850 
the industry. Good copywriter with Box 4759 Ad. Weekly 180 Fleet St EC4 
experience in layout and dealing with TWO EXPERIENCED DESIGNERS, 
printers. Write at present working at different well- 
Box 4732 Ad. Weekly 180 Fleet St EC4 


known London Agencies, wish to com- 

bine forces to initiate new group in 

progressive Agency 

Box 4760 Ad. Weckly 180 Fleet St BC4 
SOME HARD-PRESSED Ac 


Execu- 


LADIES ONLY 


tive needs loyal meticulous Assistant, 

q , . late 20's Display and point-of-sale 

Will South Kensington be more know-how, agency. general advertising 
convenient to you? Will a posi- and sales promotion experience 


Box 4758 Ad. Weekly 180 Fleet St EC4 


tion offering full scope for you to 


: INTELLIGENT, ENERGETIC young 
use your practical production ex- man, public school, forceful person- 
-rience - ality, seeks opportunity to use these 
perience handling, on your own qualities to train for executive level 


initiative, the production for a 
group of accounts in an agency, 
interest you? If so, write an in- 
formative letter—which will be 
treated in confidence—to : 


in advertising 

Box 4775 Ad. Weekly 180 Fleet St EC4 
KEENLY INTERESTED in Advertising 

and Public Relations, a young sales 

executive with a famous paper mill 

is at present assistant to the company’s 


Midlands Area Manager. Aged 25, 
F : ; ose als 774 f annum 
.F.C., 18 Thurloe Place, S.W.7. present salary £7 pe 
CFL, . | Desires to settle in London Experi- 
enced in organisation. the mechanics 
; : . , oS of selling and distribution, the dis- 
—s.. — e ee a ee | charge of executive and administrative 
seuaner and mente magazine ond | functions and of negotiating at the 
experienced young person to super- highest level Imaginative and more 
ise th de ertment Apply with than willing to learn Prospects must 
full detail r - ary aan to be first class and must offer the oppor- 
ful tals sala j . ny r 
| .c tunity of building a satisfying, useful 
y 765 A ec ) Fleet 3 
Box 4765 Ad Weekly 180 Fleet St EC4 and interesting career. His potentiali- 
ey —— E MANL —_< ties could doubtless best be assessed at 
ER requires Assistant for Pub- an interview, for which he would make 
licity Department Applicants should himself readily available 
be under 30, have ° saa — Box 4767 Ad. Weekly 180 Fleet St EC4 
A idienmaei. 6 hity . > 
background and ay a Seteie on, | LONDON EXECUTIVE, good organiser, 
oe _e « ay Seertiaian teed administrator or representative, at pre- 
pe a veer eee Pg eaten scheme sent engaged intelligence digest World 
W: hom statin ane pore len: sad News Service, desires change, enabling 
a tocy . . ol 4 ° — him to reside South-West or West of 
sal equ ' — se 
> | England Any suggestions welcomed 
‘ 
ence te Ad. Weekly 180 Fleet = ry | Box 4771 Ad. Weekly 180 Fleet St EC4 
‘ E , E require = : a ~ = 
by London publishers of established PRO REQUIRES oe Ten years 
high quality “‘glossy’’ trade journals im oo —— — 
Straight salary, no commission. All sonety (0 More Senore Urcnueos 
expenses paid Permanent post Britain than any other PR man. Wide 


circle of influential contacts and friends 


Reply with full details of background. in London and every provincial and 


age, experience, etc Hs da Y 
i : cot E ty. Press cuttings 
772 Ad. Wee 80 Fleet St EC4 Scottish town and cit) 
Bes 418 & eately 169 Fie of recent successes available for in- 
spection. Reply 


Box 4764 Ad. Weekly 180 Fleet St EC4 
EDITORIALS OR ADVERTISEMENTS. 


APPOINTMENTS WANTED 


ARTIST with wide studio experience Needing Northern space or editorial 
in design for display and all aspects representation from January ‘57? 
of silk-screen process seeks position Then write 
offering scope and prospects. Central Box 4614 Ad. Weekly 180 Fleet St BC4 
ronden oF SW. Surrey. K. King. | EXPERIENCED Layout Visualiser Art 

: cane : =. + | Director requires change in similar 

REALLY VERSATILE Commercial! position. 

Artist and Illustrator. Line and Box 4725 Ad. Weekly 180 Fleet St EC4 
colour. Three years college Two 

years small studio—visuals, roughs. LETTERHEADS designed. dummies 
finished work. Six years free lance and high finish. Trade marks, pack 
Figure specialisation, sound lettering designs. Louis Loynes, 6 Monmouth 
Suit publishing house or similar. Aged | Street, WC2. TEM. 5611. 


35 years. Able to take responsibility 
Box 4747 Ad. Weekly 180 Fleet St EC4 
VISU ALISER/ DESIGNER, ten 


with 


SALES AND WANTS 


years’ first-class Agency experience on 
— national accounts, seeks respon- | DRAWING a ae in. x 29 in., 
sible position. } with steel stand. omplete, £6 10s. 
_Box 4739 Ad. Weekly 180 Fleet StEC4 | Phone: Mr. Vicki, MAY. 6921. 
—, pa Mo ay MULTILITH machine by Addresso- 
Wigmore St... WA -HUNter 9051 /2/3 graph & Multigraph Lid. for sale 
CREATIVE LAYOUT ARTIST, expe To ake a ae ay = % 
y >» experi- o take sheets in. x in. n 
enced art buying and studio manage- perfect condition. Very little used 
ment, London agency, seeks a position Maintained by manufacturers. Offers 


of wider scope 


to 
Box 4702 Ad. P Weekly 180 Fleet St EC4 Box 4737 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED PERSONAL 


VACANT October 6.30 pm, seats 
at Orange Street Church, WC2 (rear 
National Gallery. First Annual Ser- 
vice for Advertising. a. Ww 
Sangster on “‘Publicity and the Perfect 
Product.’ 

THE TELEVISION and recording sen- 
sation, Thunderclap Jones, Britain’s 
Greatest Composer-Pianist. Available 
for cabaret, lunches, dinners, personal 
appearances, commercials (TV and 
Radio), and jingle composition. De- 
tails from : Recommercials, 27 Den- 


mark Street, WC2. COVent Garden 
3308 


BUSINESS OPPORTUNITIFS 


MARKET RESEARCH 


Field work, tabulation and reports of 
all kinds undertaken 
Consumer Research Ltd., 
54, Great Marlborough Street, 
London, W.!. 
GERRARD 0068 


~ 


PERIODICAL 
Printers are 
periodicals 


PUBLISHERS and 
interested in purchasing 
even purchasing part 
interest of trade, technical or con- 
sumer publications Reply in strict 
confidence 


Box 4360 Ad 


or 


Weekly 180 Fleet St EC4 


A famous West End photo- 
graphic studio wishing to in- 
crease its already considerable 
commercial section (Fashion, 
Still Life, Model, Architectural 
and Animal) would welcome 
business arrangement with 
first class Commercial Art 
Studio (non-photographic) 
having good London connec- 
tion and REPRESENTATIVES 
that could be shared to mutual 
advantage. 


Replies in confidence to 


Box 4742 
Advertiser's Weekly 180 Fleet St EC4 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or letterpress (own 
photo-litho process plant). 
CARILLON PRESS LTD., 

Fine Colour Printers, Bournemouth. 
Telephone Boscombe 36835. 

London Office 4a Bloomsbury Sq., 


W.c.l. Phone: CHAncery 2065 


EXPERIENCED 


FREE LANCE SERVICES 


FREELANCE 


ARTISTS. Manchester 
Agency would like to contact a num- 
ber of capable free lance artists resi- 
dent in the Manchester district. 

Box 4690 Ad. Weekly 180 Fleet St BC4 
Commercial Artist 
seeks change as Free Lance. Prefer- 
ence for Action and Adventure Illus- 
tration Jackets, Posters, Children’s 
Books. 

Box 4717 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED FREE LANCE seci. 


working arrangement with Agency or 
Studio 


Box 4397 Ad. Weekly 180 Fleet Si EC4 


ART AGENCY 


offers the work of 
Two top flight 


MECHANICAL RETOUCHERS 


and also that of a 
CAR ARTIST 


Box 4729 
Advertiser's Weekly 180 Fleet St EC4 


SMASH 


those profits sky 
brilliant ideas, gimmicks, 
visuals that kmock the rest 
cocked hat 
Box 4723 Ad. Weekly 180 Fleet St BC4 

FREE LANCE Representatives to call 
upon Agencies and National Adver- 
tisers for new display service. Tele- 
phone : BIShopsgate 9320. 


high with 
designs, 
into a 


DISPRO LTD. Ask your printer about 
the wonderful high-gloss colour intensi- 
fication and durability of Dispro 
Lamination—he knows all about it— 
or ask us for specimens. Dispro Ltd., 
36-38 Peckham Road, London, SES. 
RODncy 7171 (6 lines). 


PUBLICATIONS 


Have you a publication that requires 
advertisements—and have not the 
staff available? Why not contact us 
who will take over this responsibility 
for you. 

EVERSLEY PUBLICATIONS LTD. 
33, CRAVEN STREET LONDON, 
W.c.2. "Phone: WHITEHALL 4161. 


WE WOULD BE GLAD to handle for 
any principal or agency, public and 
press relations work, photographs, 
brochures and house magazines, in the 
Midlands. Quality work and first- 
class service guaranteed. Midland 
Public Relations, Omnibus Buildings, 
Victoria Street, Derby. Tel.: Derby 
40408 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality Black-and-White and 
Colour photo licho. 
GOTHIC PRESS LIMITED 
Bueton 5845. 42 Oenaburgh Street 
(Opposite Gt. Portiand St. Station) 


TECHNICAL AGENCY requires first- 
class visuals—is there any free lance 
man interested ? 

Box 4750 Ad. Weekly 180 Fleet St EC4 


Phone your classifieds te WAT 3388 (Ex. 25) 


GREETING CARD 
ARTISTS & DESIGNERS 


Greeting card manufacturers wish 
to contact artists able to design 
attractive cards—Christmas, Birth- 
day and Special Occasion—suitable 
for general market. Novelty of 
design and/or fold of card particu- 
larly interesting. Roughs or art- 
work should be sent for con- 
sideration to 


A. MASON & Co. Ltd. 
207 ST. JAMES’S ROAD 
CROYDON . SURREY 


ACCOMMODATION 


DESK ACCOMMODATION available 
in City Centre of Birmingham. ‘Phone 
messages taken. Letters received or 
forwarded. Spacious well-lit offices 
at excellent address. Write 
Box 4715 Ad. Weekly 180 Fleet St BC4 


MISCELLANEOUS 


WANTED, a Wonder scries 
ductive letters for small 
direct mail campaign ; selling business 
envelopes, etc.. in N.W. area 
Box 4740 Ad. Weekly 180 Fleet St EC4 

DEBTS COLLECTED, London and 
throughout Britain No commission 
unless results, Brilegal (established 
1919). 80 Leeds Road, Bradford, 1. 
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@ REGISTERED 
AL G.P.O. AS A 
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WEEKLY REVIEW 


to reach the markets of the world 


PRESS DATE: 


PUBLISHED EVERY THURSDAY 
12 DAYS PRECEDING 


Printed by St. Clements 


Advertisement, 


Kingsway, 
Lo 


Press Limited, Portugal Street, 
registered offices: 180 Fleet Street, 


Editorial and Sales office: Mercury House. 


London, W.C.2. for the proprietors, 
ndon, E.C.4, 7 $ und (Waterlo> 
109-119 Waterloo Road, 


3388). 
London, S.E.1 (Waterloo 3388) 


STOP PRESS 


Scottish TV Ltd. 
directors 


Scottish Television Ltd. is ex- 
pected to be registered as a limited 
company this week. Ordinary ~— 
tal is £100,000 and the balance of 
the total £400,000 capital is to be 
in the form of debentures. The 
head office of the company will be 
in Glasgow, where the studios and 
Offices will be located. Chairman 
is Roy Thomson, chairman of the 
Scotsman Publications Ltd. The 
other initial directors are Sir 
Edward Stevenson, Charles N. 
McQueen, Lord Balfour of Inch- 
tyre, lain M. Stewart, and James 
Coltart (managing director). August 
mext year is the date expected for 
the opening of the Scottish ITA 
station, for which the company is 
the programme contractor. 


TAM state that during the last six 
months the number of homes able 
to receive ITV from the ITA trans- 
mitter at Croydon has increased by 
39 per cent. from 710,000 to more 
than one wmillion—an average 
weekly increase of nearly 11,508. 

On Monday the Publicity Club of 
London will see a screening of 
cinema and TV films, presented by 
Screenspace Ltd. It will be held at 
the Royal Empire Society, at 6 p.m. 
for 6.15. 


Cow & Gate launched new cam- 
paign for Cow & Gate cereal food 
using trade press, women’s maga- 
zines, “Radio Times” and point-of- 
sale material. Agents are Central 
Advertising Service Ltd. 


New controlled-circulation paper 
is being published today (Friday) 
by Copyprints. Called “Chatter, 
Information & Comment,” 5,000 
copies are being sent out to schools, 
education authorities, etc. This is 
the first issue in a series on educa- 
ion. The paper consists of 12 pages, 
74 in. by 5 in. Advertisement rates: 
full-page five guineas; half-page 
three guineas. 


John Bilenkinsop is _ leaving 
“Woman's Sunday Mirror,” where 
he was assistant advertisement mana- 
ger. George Halsey, formerly adver- 
tisement manager of “Overseas Daily 
Mirror and Sunday Pictorial,” has 
been appointed advertisement man- 
ager of “Woman’s Sunday Mirror.” 
Ss. P. Debenham, who was adver- 
tisement manager of both “Woman's 
Sunday Mirror” and “Sunday Pic- 
torial,” will now be solely respon- 
sible for the “Sunday Pictorial.” 


Robert Fern, PRO with W 
Press Service Ltd., will leave at 

end of month. He was formerly 
with the Brush Group. 


Business Publications Limited, 
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An Achievernent of the 20th Century: The Dam at Sarrans (Aveyron) 
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WHEN CHOOSING AN ADVERTISING AGENCY 


In France‘there are 3 points 
to rememb 


If you were able, yourself, to call 
on the hundreds and thousands 
or millions of people whom 
you wish to convince that 
they should become your clients, 
it would be the best possible solution, 
for nothing can replace the persuasive 
power of human contact. 

Unfortunately, this is impossible; 

that is why you advertise. 

It follows, therefore, that your advertising 
should resemble, as far as possible, 

what you would yourself say or do in the 
presence of your prospect. 


¢ To convince the customer by adver- 

tising, you must address him as you 

would if you were talking to him 
yourself. 


In order to convince the prospect you 

would not be silent in his presence, on the contrary, 
you would multiply your arguments, you would 
quote examples, you would suggest that he gave 
it a trial... this would last some minutes. 
In advertisements and leaflets, radio and film shorts, 
one must provide as many arguments as possible, 
proofs, examples, and talk as naturally as you 
would, were you with someone. It is necessary 
to be straightforward and vital. 


The layout should be so conceived 
as to be easy on the eye and lead 
one pleasantly through the text. 


The page that is well laid out, should 

help the reader to understand the text, 
and the illustrations should serve, more than 
anything else, to back up your message, otherwise 
they are useless. One must avoid allegories, 
logical synthesis, and everything abstract. 


pecouyt 
yao gsr Anenite 


4 HUILE LESIEUR 


4d Through all stages and for all methods 
/ of publicity, checking is essential. 


‘** Nothing should be accepted as true 
which is not obviously so ” 

Check very carefully with supporting figures all 
expenditure involved. Compare the results with 
one another. This is the only method that pays in 
advertising. One must test both at the beginning 
and the end of the campaign, for in France as 
elsewhere if there is mo check millions are lost. 


SoNMPLES In a year and a half, a group of 


Spinners , thanks toa joint campaign, 
saw their sales advance from 


700,000 metres a month to 2,500,000 metres. 
In a year and a half, an industrialist, thanks to an individual 
campaign, San his sales increase from 500,000 bottles to 10 million 


in @ year. 

The sales promotion campaign in a chosen area resulted in an 
increase of sales of 4,000 per cent. 

If these prot lems interest you, we are always at your service to 
answer your enquiries, without any obligation on your part. But 
before you decide it would be to your advantage to ask some of our 
principal clients yourself: | esieur Oils and Soaps, Gervais Cheeses, 
Martell Brandy, The 1/satian I.inen Groupment, Qualtiss 
Control, Brandt, Selection (French Reader’s Digest), Trench 
National Railroad System, Air France, Minnesota C°, Wood 
Milne, Shell, Butagaz, etc... What they will tell you themselves 
would be of much more use to you than anything we could. 


Agence 


PUBLICITE 


PARIS-8° 


Wes Alexandre 


160, BOULEVARD HAUSSMANN 
CARNOT 57-95 
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~) ~~ Un démonstrateur sous Franco 


— 


( 
2. - 


4 


at home and abroad 


HAVAS 


INTERNATIONAL ADVERTISING AGENCY 
with over 100 overseas branches to appeal to 
your customers in the language they know. 


HAVAS LIMITED AGENCE HAVAS 
3-4 Lincoln’s Inn Fields, 62 rue de Richelieu, 
London, W.C.2. Paris 2¢. 
Richelieu 7000 
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nal = Stomach upset ? 
7 1 ae Take ENO’S FRUIT SALT 
me es obicu! ee 
‘10 a Se ori: ge French marketing problems ? 
MAC SS oe Do what ENO’S did 32 years ago 
{ A oe x Pefomecceneqecs 3 (and have been doing ever since) 


ese . bien des cos d’estomoc 
: "eres im derange 

: PRI ea te “a0 En vente dons toutes les 
: "s - ot phormocies 

: CR “my 

; p) s oe 

: e be 


~ 
PRENEZ “ENO” 


a 


gal OTTO TERPS: the French Advertising 
aver pes.. rene Agency with International 
Wa tae pe nce i Se Bics-tere Oe Experience 
oa ee as  & handle your 

advertising in France 


40 Representatives and 
Associate Agencies 
throughout the world 


PRESS = RADIO * T. Vv. 
BILLPOSTING 
PRINTING 

DIRECT MAIL - SALES 
MARKETING AND 
PRODUCT RESEARCH 


27, Rue de Rome - Paris 8° 


my oe, fe next time you are in Paris, 
Other British Clients : hs $3 Y a ss phone LABORDE 69-10 
ROYAL MAIL LINES LTD * me 
YARDLEY LTD 
FAIREY AVIATION 
STATE EXPRESS CIGARETTES 
ENGLISH ELECTRIC CO. Ltd 
BRIGHTON CORPORATION 


PACIFIC STEAM 
NAVIGATION CO. LTD 


UNION CASTLE LINE... 
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British trade relations are 

particular importance. 
Trade between our two coun- 
tries, which are mutually 
bound by numerous ties, has 
always been carried out on a 
large scale. The nature of 
these relations results not only 
from the geographical prox- 
imity of the two countries, but 
also from the complementary 
nature of their respective 
economies. 

It is, therefore, interesting to 
eyamine the recent development 
of Franco-British commercial 
relations and outline the methods 
through which these countries 
have tried to adapt their export 
trade to meet the changing re- 
quirements of each _ other's 
economy. 

In 1955, British imports from 
Metropolitan France totalled 
£136.7 million. France occupied 
then the ninth place among the 
suppliers of the United Kingdom. 
The same year, British sales to 
France (including _re-exports) 
were valued at £83.2 million, 
France occupying thus the 12th 
place in the list of buyers of 
British goods. 


CHANGED PATTERN 


These figures alone show the 
strength of economic ties between 
our two countries. Moreover, 
they bring into focus the funda- 
mental changes which have 
occurred since 1938, when UK 
imports from France totalled 
£23.6 million, while British 
exports (re-exports included) to 
France amounted to £23.3 
million. 

The nature of changes which 
have taken place since the war 
are clearly illustrated by the 
evolution of trade between our 
two countries. 

As regards British imports, the 
major change to be observed be- 
tween pre-war and the present 
situation is in the increasing 
efforts made by French suppliers 
to meet the varying needs of the 
British market. 

Already in 1938, French ex- 
ports included comparatively 
large quantities of essential goods 


FoR both partners, Franco- 
of 
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With the subject of European economic unity 
once more under high level discussion, the 
future of Anglo-French commerce 
becomes of greater significance 


Our trade helps prosperity 
over a vast area 


says the FRENCH C..MMERCIAL COUNSELLOR IN 


(raw materials, iron and steel, 
pit-props, etc.). Nevertheless, 
consumer goods (a high propor- 
tion of which included luxury 
and semi-luxury articles) formed 
an important part of French sales 
to Britain. 

Wines and spirits accounted for 
approximately half the sales of 
foods from France, viz., £2.6 
million out of a total of £5.2 
million. Exports of basic food- 
stuffs were usually not very im- 
portant. Sales of raw materials, 
valued at only £5.8 million, repre- 
sented 25 per cent of French 
exports. 

Finally, manufactured goods 
(£12.1 million), representing over 
50 per cent of British imports 
from France, included a substan- 
tial amount of goods for which, 
nowadays, there would exist but 
a comparatively limited demand 
in the UK 

In 1955, the structure of 

French export trade to Britain 

shows quite a different picture. 

In the food sector—where 

French sales reached £35.7 mil- 

lion—nearly half the consign- 

ments consisted of wheat. 

Other essential foodstuffs such 

as vegetables also accounted 

for a high percentage of these 
sales. Traditional exports, such 

as wines and spirits, remain a 

substantial item but their rela- 

tive position in our export trade 
has considerably diminished. 

Their share in French exports 

to the UK, which was about 


The tourist indus- 
try is of the utmost 
importance to the 
French economy 
and the _ develop- 
ment of air travel 
since the war has 
made even short 
period visits very 
rewarding. This 
view shows the 
Seine at Mantes. 


1l per cent in 1938, dropped 
to 6.5 per cent in 1955. Further, 
in 1955, nearly 33 per cent of 
British imports frov. Metro- 
politan France consis‘ed of raw 
materials, fuel and lubricants. 


French sales of coal to Britain 
(practically nil before the war) 
amounted to £15.5 million; 
those of petroleum products to 
£6.5 million. Among other im- 
portant items were timber (£8.2 
million), raw wool and wool 
waste (nearly £6 million), ferrous 
and non-ferrous ores (£3.3 
million). 


THE UNITED KINGDOM 


The most significant change is, 
however, to be observed in the 
field of manufactured goods, 
which represented more than 50 
per cent of French exports in 
1938, and included a high per- 
centage of consumer goods. In 
1955, manufactured articles 
accounted only for 39.4 per cent 
of the total imports from France, 
and included a high percentage 
of metals, capital goods and 
chemicals. Thus France exported 
in 1955 to the UK iron and steel 
products to a value of approxi- 


@ Continued on page 4 


The development of 


advertising in France 


from CHARLES MAILLARD, 
Hon. president, Fédération Frangaise de la Publicité 


S an “old hand” who has 

remained active in the 
advertising profession, I have 
run up against a large number 
of people and things in the 
field of advertising as well as 
in press circles. In fact, it 
was in the press world that I 
made my start, because before 
becoming an advertising agent 
1 was something of a journalist, 
working on the Journal with 
Fernand Xau. And it was there 
that I learned how a newspaper 
was published, as well as other 
things—including how adver- 
tising could be carried out in 
a daily paper. 

As I very soon devoted my 
efforts solely to advertising, I 
formed part of the small group 
which founded the Chambre 
Syndicale de la Publicité, which 
was the first body and which was 
later taken into the larger organ- 
isation which has just celebrated 
its jubilee (50 years) under the 
patronage of the public authori- 
ties. 

At the time of its founding, 
1906, advertising in France was 
completely unorganised. It was 
run in a rather shy and haphazard 
fashion, and the staffs were gener- 


ally very poorly qualified. Those 
who felt the need to band them- 
selves together—and I was one 
of them—set it as their task to 
increase the value and esteem of 
advertising, introduce standards 
and a code of ethics for 
advertising among those who 
worked in this field. 

In that way, it was correctly 
argued, it would be possible 
gradually to win confidence in 
advertising. 

That is what has taken place, 
and advertising is becoming more 
and more a service of practical 
information, moving further and 
further away from its previous 
character. At the London Con- 
vention of 1924, where I led a 


@ Continued on page 4 
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Prospects for the future of 


Anglo-French trade 


mately £12 million, machinery to 
£5.7 million, and chemicals to 
£11.9 million. 

While adapting the pattern of 
its exports to the changing 
character of the British market, 
France has also altered the struc- 
ture of her imports from the UK. 

Traditionally, before the war, 
a very large part of British 
exports to France consisted of 
British coal and raw materials on 
one hand, and of re-exported 
raw materials on the other. In 
1938, the total amount of British 
sales to France reached £23.3 
million. Out of this, coal totalled 
£6.5 million, i.e., approximately 
28 per — A further £8.2 
million, 35 per cent of the 
whole nner trade to France, 
consisted of re-exported goods. 

The value of all other goods 
imported by France from the 

iE tededine among others, con- 
sumer goods and all other manu- 
factures, did thus not exceed £8.6 
million. 


POSTWAR DIFFERENCES 


The present pattern of British 
exports to France differs from 
that of prewar on the following 
three points: 

@The share of UK produce 
and manufacture within the 
export trade to France as a 
whole has considerably in- 
creased. In 1955, consign- 
ments from the UK included 
only £11.4 million of re 
exported goods (1.¢., less than 
14 per cent of the whole 
export trade, as compared 
with 35 per cent in 1938). 

@Home produced raw 
materials and fuel play only 
a minor role in the current 
British sales. In fact, in 
1955, consignments of raw 
materials did not exceed £3.2 
million, i.e., 3.8 per cent of 
British exports. Shipments 
of coal and petroleum pro- 
ducts, valued at £6.1 million, 
represented 7.3 per cent of 
the global figure. Thus, the 
relative share of these two 
classes of goods which. in 
1938, amounted to £8 million 
or 34 per cent of the total 
sales, has dropped to 11.1 per 
cent in 1955. 

@ On the other hand, the place 
which manufactured goods 
occupy in the British export 
trade, has been considerably 
increased. In 1938, British 
exports to France of manu- 
factured goods of all kinds 
accounted for £6.4 million, 
ie., less than 28 per cent 
of the total value of sales 
to France. The correspond- 
ing figure for 1955 was 
approximately £58 million. 
Thus, finished manufactures 

represent nowadays approxi- 
mately 70 per cent of British 
shipments to France. These 
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manufactures include not 
only machines and electrical 
goods, but also _ ships, 
chemicals, iron and _ steel 
manufactures, as well as 
large quantities of consumer 
and non-essential goods for 
which the trade liberalisa- 
tion in France has opened a 
much wider outlet than 
previously. 


During 1955, France was thus 
able to supply the UK with 
extremely large quantities of 
essential goods. However, 1955 
proved to be particularly favour- 
able to export trade between our 
countries. Unfortunately, it will 
not be possible to keep up, in 
the future, the high ratio of cer- 
tain exports which had greatly 
increased during the preceding 
year. 


For instance, at the moment, 
French wheat supplies arc 
severely limited as a consequence 
of a late frost. Exports of 
cereals have thus fallen at a very 
low level. Moreover, the needs 
of our national industry reduce 
to a great extent supplies of coal 
and some other commodities 
available for export. Therefore, 
the trend of these French sales to 
Britain is very much downwards. 


During the course of the last 
three months, the average — 


Development 


Enormous progress 
has been made in 
France since the 
war as regards the 
development of 
hydro - electric 
power. This im- 
pressive scene is of 
the Barrage de St. 
Etienne, at Cantel. 


of our exports fell to approxi- 
mately £9 million per month, 
whereas, during 1955, the average 
monthly rate amounted to £11.4 
million. 


On the other hand, —y 


they reached a monthly figure 
of £6.9 million. For the first 
quarter of 1956, the figure be- 
came £7.6 million, and recently, 
during April-June, £8.3 million. 
This goes to show that a 
change in the nature of our 
exports to Britain is matched by 
a constant rise in value. 
Commercial relations, for both 
our countries, are part of a much 
wider framework. Franco-British 
trade is only one of the aspects 


of advertising in 


of economic relations between 

the Franc and Sterling Area. 
While France buys from the 

UK a fairly important amount of 


manufactured goods, 
buys from the outer Sterling 
Area, from the Dominions as 
well as the Colonies, very large 
quantities of raw materials. 
France derives from her sales to 
the UK a traditional sterling 
balance in her favour. But this 
surplus helps France to compen- 
sate, to some extent, the adverse 
balance arising from her trade 
with the other Sterling Area 
countries. 

The development of trade 
between our two countries con- 
tributes thus to ensure economic 
stability over a vast area. 


she also 


France—continued 


large French delegation (includ- 
ing Etienne Damour), we very 
soon ranged ourselves underneath 
the slogan written over the facade 
of that gathering: “Truth in 
Advertising.” 

We no longer see what used to 
be called “disguised publicity”— 
often very long ‘texts which 
finished up with “the sting in the 
tail” in the form of some adver- 
tising recommendation. Nowa- 
days, we know what it is all 
about right from the very start. 


OTHER BODIES 


After the formation of the 
CSP, which was later to be 
widened and transformed into the 
FFP, at the head of which I 
spent many long years, other 
bodies were created, such as the 
OJD or Circulation Audit 
Bureau, of which I am still chair- 
man, and whose work has 
recently been complemented by 
the BVP (or Bureau for the 
Supervision of Advertising) 
whose task it is to check the 
veracity of advertisers’ announce- 
ments and the fairness of adver- 
tisements. and of which organisa- 
tion B. de Plas is chairman. 

An Advertising Technical Col- 
lege, founded under the auspices 
of the FFP by our colleague 
Monsieur Ruzé, is providing 
instruction in advertising tech- 


nique and its various expressions, 
under the guidance of that valu- 
able head, Monsieur Lepoivre. 
The French poster, which long 
ago won the world title in the 
time of Chéret, has continued its 
progress, ' 
The outcome of all these 
accomplishments is that French 
advertising, which had remained 
little known for such a long time, 
has now become something of 
considerable proportions. 

Firms specialising in adver- 
tising nowadays handle turn- 
over figures of which we could 
never have even dreamed in 
those early days when I played 
my part. There are now quite 
a number of agencies whose 
turnover is reckoned’ in 
thousands of millions of francs. 
There are some which even do 
a turnover of more than a 
thousand million francs a 
month, as well as no small 
number of others which one 
writer recently grouped to- 
gether in a book under the 
title of “The Magicians of 
Advertising’—a title which, it 
is true, is open to question, 
inasmuch as magic has no part 
to play in advertising success, 
but only know-how, training 


and cultural background. 
Someone in our field told me 
recently that without the work 


which has been done by our 
associations, French advertising 
would not have been able to 
achieve the development which 
we are witnessing today. 

In France use is made of all 
the various advertising media, 
including radio and television. 
where we have seen Louis Merlin 
become an absolute ace in the 
field. 

Here, as I think is the case 
throughout the whole world, 
advertising is a field which is 
inseparable from that of the 
press. 


SCEPTICAL PUBLIC 


The advertising profession 
would seem to be more difficult 
to carry on in France than any- 
where else, as the French public 
—due probably to their upbring- 
ing—are very sceptical in regard 
to the offers which are made to 
them. Consequently, advertise- 
ments which are successful in 
other countries are unlikely to be 
successful in France. Here, one 
has to express oneself and think 
in accordance with the French 
mentality. In _ particular, far- 
fetched advertising does not pay. 
The good motto of “Truth in 
Advertising” is still the best and 
represents the line of conduct 
which has to be followed 
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PpeERHArs the most striking 
feature of the French is 
that they love life and know 
how to enjoy it. Blessed with a 
rich country and an_ ideal 
climate (particularly the 
southern half), they gear their 
activities according to the 
season of the year and this, no 
doubt, has a lot to do with the 
formation of the national 
habits and customs. 

To quote an example. In 
August, Paris is almost deserted 
by the French and “invaded” 
by foreign visitors. In fact, it 
would surprise no Parisian then 
to hear English more often in the 
Champs Elysées than his own 
language. 

The French indulge in good 
food and they take no end 
trouble in preparing it. An aver- 
age Frenchman prefers to eat at 
home and make it a rule to have 
his midday meal with his family. 
Office hours in the capital vary 
from ours; work usually starts 
at about 8.30 a.m. and ends by 
6.0 p.m. with a break of two 
hours for lunch between 12.00 
and 2.00. During the lunch 
break the offices are closed. 


EXPENDITURE ANALYSIS 


To give readers an idea of how 
they spend their money, the fol- 
lowing is an extract of statistics 
showing (in francs) how a 100 
franc note was spent by an aver 
age Frenchman in 1955: 


Food and lodgings 50 
Travel 20 
Entertainment 10 
Others 20 


Tourism is a major industry 
and many Frenchmen virtually 
live on foreign tourists. For this 
reason alone, they welcome 
“foreigners” and they extend to 
them a warm welcome. 

Visitors from the United 
Kingdom, although with a 
limited purse, are favourite 
customers because they are 
much _more accommodating 
than many other nations and 
are certainly much less exacting 
than the French themselves. 
At most holiday resorts it will 
be found that hotel keepers will 
do their best to speak English 
and thus eliminate the language 
barrier. 

“Made in England” still means 
“good” in France—but it also 
means very expensive. Since the 
war, and largely due to American 
exports, there is a great deal of 
confusion between goods of 
British and American origin and 
this is particularly noticeable in 
the cosmetic field. Asked what 
he thinks of English goods, an 
average Frenchman would say 
something like this: 

Foop—No special taste. 

TEXTILES—Very good but 
very expensive and are they by 
any chance not produced at 
Roubaix (centre of textile 
industry) and labelled “Made 
in England’? 

PERFUMERY AND BEAUTY PRO- 
pucts—-Not very impressive. 
FooTwear—Very good but 

no choice and extremely costly. 


managing director, Havas Ltd. (London) 


MACHINERY AND CAPITAL 
Goops—A first-class job. 
Before I discuss the market, 

let it be said at the outset that 
what sells at home will not neces- 
sarily sell in France, and it is a 
mistake to assume that the 
French and British have the 
same likes and dislikes. In some 
cases the opposite is the truth. 

Therefore, | would strongly 
recommend a __ preliminary 
market survey before the 
actual shipment of goods or 
even their manufacture. To 
stress the point, I would even 
say that money spent on 
market research will prove 
money well spent, and it should 
be regarded as an investment 
rather than expenditure. 

By and large, most consumer 
goods are still subject to an im- 
port licence, and British exporters 
will be well advised to arrange 
local manufacture when and 
where this is possible. If the 
product happens to be of phar- 
maceutical nature, this calls for 
a special study of the French 
code and health regulations. A 
visa is required for a medical 
product, and there is a special 
law regulating marketing of such 
goods. 

Despite all her political and 
internal troubles, France still re- 
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French market 


By j. F. SOVA, 


mains a rich market and well 
worth the effort. Rightly or 
wrongly, it is said that a French- 
man spends his life worrying 
whether he is being “sold a pup.” 
He is supposed to be more of an 
individualist than the Britisher, 
and more sceptical. 
Furthermore, he hates to 
admit that he has been con- 
vinced by advertising. He will 
buy a brand with which 
he has become familiar sub- 
consciously rather than for a 
good reason. In other words, 
if a product has managed to 
create a good impression, it 
stands a much better chance of 
being bought and this implies 
that advertisements appealing 
to emotions would be more suc- 
cessful than the “reason-why” 
copy. Snob appeal may some- 
times do the trick in such cases 
as expensive motor cars. Some 

Frenchmen will buy a right 

hand drive car just to be dif- 

ferent! 

Due to the fact that France 
occupies a vast territory and in 
some districts the population is 
scarce, distribution is a real head- 
ache. The ideal way is to have 
one’s own selling organisation, 
but this is extremely costly and 
in many cases prohibitive. The 
alternative is to find a good 


Not a scene at an ultra modern French factory—but an incident in 
an Eastmancolor advertising film for Mido watches. 


French distributing house—and 
these are few and far between. 


Mest French distributors, in 
addition to their own salesmen, 
also employ commissioned agents 
who, with very few exceptions, 
will sell competitive lines. 


The final selection of a distri- 
butor and his appointment will 
depend on the decision whether 
a new line is to be introduced 
nationally or by areas. In my 
opinion, the second alternative is 
more practical and flexible. 
Furthermore, experience gained 
im One area can be used to good 
effect elsewhere. 


Geographically, there are eight 
separate regions and these can be 
accepted as marketing areas. If 
the line is being introduced by 
areas I would say that it will take 
about two years to achieve a 
national distribution. In this 
sense the words “national distri- 
bution” mean that goods are to 
be found on the shelves even of 
a remote village retailer. 


RANGE OF MEDIA 


Advertisers have a wide choice 
of media at their disposal, i.e. 
press, posters, cinema, radio—but 
no commercial television as yet. 
The press is still by far the most 
important advertising medium. 


Outdoor publicity and cinema 
advertising are useful media in 
support of the press. Further- 
more, Radio Luxemburg, Monte 
Carlo and Saarbriicken will pro- 
vide advertisers with a good 
coverage of the market. 

There are three types of 
agencies operating in France, all 
labelled “Agence de publicité” : 

@ Space brokers representing a 

number of papers and whose 
more suitable name would be 
“Publishers’ representative.” 

@ Service agencies as under- 

stood in the UK. 


@ Agencies which combine 
space selling and servicing 
the clients. 


There is a government tax of 
9.29 per cent on advertising, and 
when deciding an appropriation 
that should be borne in mind. 
This tax can be—and is—re- 
covered on products made in 
France. An equivalent allowance 
is given to the French manufac- 
turers of raw materials. 
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[N the majority of cases, 
British firms advertising in 
the French market make use of 
the same advertisements they 
have run in British media, re- 
taining the original artwork 
and layout and having the copy 
translated — or, more accur- 
ately, adapted—into French. 


Usually, comparatively scant 
attention seems to be paid by the 
advertiser to this question of copy 
adaptation, it being apparently 
assumed that the turning of a few 
lines of English into French is a 
job any run-of-the-mill transla- 
tor can dash off in a matter of a 
few minutes. Unfortunately, this 
is far from being the case. 


It is not generally realised 
what a tricky task it is to turn 
a piece of English advertising 
copy into French in such a way 
that the original content of the 
message remains intact, And 
at the same time is presented in 
the form most acceptable to 
the French consumer. 


The job calls for a competent 
translator who must also be a 
competent copywriter—and who, 
moreover, has to cope with the 
added difficulty of fitting his 
words into the inflexible frame- 
work of the existing layout and 
general theme. Additionally, of 
course, the assignment is almost 
always labelled “rush.” 


What makes things even worse 
is the particularly rigid and un- 
bending structure of the French 
language. 


TRICKS IMPOSSIBLE 


It has been claimed that French 
is the most eloquent and expres- 
sive of all living languages. Cer- 
tainly, when well written, it has 
clarity, dignity and _ elegance; 
sentence construction and the 
order of words are firmly based 
on logic and reason. Above all, 
no tricks of inversion in style are 
permissible or even possible. 


There can be no question of 
taking the slightest liberty with 
French grammar or syntax, of 
compressing or streamlining 
the language in an attempt to 
achieve a forceful phrase or 
slogan. 

From the translator's point of 
view, this limitation is perhaps 
of lesser consequence in the case 
of advertisements of the more 
soberly descriptive type—for 
example, in trade or technical 
publications, where a more or 
less straightforward translation is 
often possible. 


Where consumer products are 
concerned, however, the most 
frustrating obstacles can arise. 
especially in connection with 
headlines and slogans. Rarely 
does an English slogan make 
sense when rendered literally in 
French; and even when it does. 
it nearly always turns out to be 
cumbrously long in the French 
version, 


An example that comes to 
mind is the well-known slogan 
“  . . adds brightness to white- 
ness,” which became in French 
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How to put the message 


to the French public 


“... ajoute l’éclat a la blancheur.” 
This phrase was in fact adopted, 
but with its eight equally 
accented syllables (there is no 
tonic stress in French) it has 
nothing like the impact of the 
original. 

Usually it is necessary to think 
up some entirely fresh slogan to 
fit in with the general theme. 


CHANGES PERMISSIBLE 


Advertisers should, therefore, 
not be disturbed at appreciable 
divergences in presentation and 
style between their French and 
English copy. On the contrary, 
such differences are more likely 
to be an indication that the 
translator has done his job con- 
scientiously. It must be borne in 
mind, too, that a certain amount 
of pruning in the course of adap- 
tation is often unavoidable on 
account of the fact that, in 
general, more words are required 
to make a point in French than 
in English. 

Yet, however well a piece of 
English copy may have been 
turned into French, much of 
its effectiveness risks being lost 
unless adequate care is devoted 
to proof correction. 


This would appear obvious, yet 
it is surprising how frequently 
the proper checking of proofs is 
neglected where foreign language 
advertising is concerned. The 
copy translator himself is the best 
person to do the proof correcting; 
failing that, at least someone 
whose native language is French. 


EQUAL APPLICATION 


Although offered mainly with 
newspaper and magazine adver- 
tising in mind, these remarks 
apply equally well to printed 
matter of all kinds; catalogues, 
brochures, descriptive literature 
and direct mail material in 
general, 

In the case of the direct mail 
letter itself, it is preferable to give 
the French copywriter a free 
hand to rewrite the whole letter 
from scratch. The result is likely 
to be far better than any attempt 
to translate or adapt the English 
original. 

It may be mentioned in passing 
that certain British advertisers 
have been known on occasions to 
run English language advertise- 
ments in French media—notably 
in specialised technical publica- 
tions, many of whose readers are 


presumed to have some know- 
ledge of English. Apart from any 
other drawbacks it may have, 
this practice is not without its 
pitfalls from. the linguistic point 
of view. Great care must be 
taken to avoid words and 
expressions which French readers 
might find puzzling or 
ambiguous. 


A word on the subject of 
brand names is perhaps not out 
of place here, although not 
strictly relevant to copy as such. 


Opinion seems to be divided. 
There are those who maintain 
that, wherever possible, brand 
names should be intelligible and 
pronounceable vis-a-vis the 
French public, even if it means 
creating a new name quite dif- 
ferent from that under which the 
product is known to English 
consumers. 


PROBLEM OF 
TRANSLATION 


This contention does not 
seem to be borne out in prac- 
tice, however. It would be 
difficult to imagine words more 
foreign to the French tongue 
than Sunlight and Wood-Milne, 
for example, yet both these 
brands have for years been as 
familiar household names in 
France as they have been in 
England. 


Other examples abound— 
Spratts, Booth’s gin, Trubenized 
collars (“les cols Trubenisés’’), 
Carter's Little Liver Pills (“Les 
petites pillules Carter pour le 
foie”)—and others too numerous 
to mention. All are enjoying 
flourishing sales, despite their 
hopelessly un-French names. 

Of course, it is as well to check 
before launching a product on 
the French market that its name 


does not have an absurd (or even - 


obscene) meaning to the French 
ear. I cannot think, off-hand, of 
any British product that would 
fall into this error, but there is 
at least one French product of 
nation-wide popularity—a brand 
of mineral water—which would 
certainly never sell a single bottle 
in English-speaking countries 
under the name by which it is 
known in France. 


To digress even further from 
the subject of copy, a passing 
reference may be made to the 
suitability for French media of 
illustrations originally designed 


By MOSTYN MOWBRAY 


for British publications. Suffice 
to say in this connection that pic- 
tures of people doing such un- 
French things as wearing bowler 
hats, drinking cups of tea, playing 
cricket, driving on the left side 
of the road, or reading The 
Times, are not to be recom- 
mended except in the rare cases 
where the aim is to accentuate 
the snob value, from the point of 
view of the essential English- 
ness, of the product or service 
being advertised. 


Beware, too, of background 
incidentals—especially when signs 
and notices in English are in- 
volved. These may have un- 


TRADE between Britain and 
France is of special importance 
in view of the unity in world out- 
look between the two nations. As 
the French Commercial Coun- 
sellor in the United Kingdom has 
observed, the development of 
such trade contributes to 
economic stability over a vast 
area. 


suspected double meanings as, for 
example, in an air line advertise 
ment which recently ran in the 
French press, showing a company 
executive behind whose desk was 
a chart labelled prominently 
“Sales Districts’—whieh to a 
Frenchman looking at the adver- 
tisement means simply and in 
comprehensibly “Dirty Districts.” 

But to come back to our friend 
the French copywriter-translator- 
adapter. 


It is no exaggeration to say 
that he not merely constitutes 
a vital link in the process by 
which the British manufac- 
turer’s product is brought to 
the notice of the French public: 
he is in fact the keystone of 
the whole edifice, without 
which the whole laborious and 
costly business of market re- 
search, media selection and the 
like may be reduced to so much 
waste of time and money. 


British advertisers on _ the 
Freech market would do well to 
bear that fact in mind and to 
obtain the services of a competent 
practitioner in this highly special- 
ised field. To do so is to avoid 
the wasteful expense of sloppily- 
translated copy and to ensure that 
the message is put over to the 
French public with maximum 
effectiveness. 


| a ‘ — | i 
a 

4 

ve ee 

ay = = : 


OcToBER 19, 1956 


iw is perhaps difficult for a 
foreigner to get an accurate 
impression of the French daily 
press. In 1944 not only the 
titles of the newspapers were 
altered, but the very make-up 
of the papers underwent con- 
siderable fluctuations. 


Papers which had “ collabor- 
ated” with the enemy during the 
occupation disappeared. The 
new papers coming to life at that 
time—sometimes even during the 
liberation battles, were born 
either direct from the clandestine 
press or from _ representative 
groups of opinion. Thus, al- 
though 12 years have passed there 
may still be some difficulty in 
getting one’s bearings. 

Some people thought that this 
“revolution” (which was unique 
of its kind in the press world) 
would be short-lived. Very soon, 
they said, the old outfits would be 
back again. This state of mind 
died somewhat hard. Newspapers 
sometumes suffered from being 
regarded as “temporary.” But 
illusions cannot persist indefin- 
itely. And after such a lapse of 
time, there is nothing for it but 
to acknowledge that what has 
taken place is now an established 
state of affairs. There is no 
question about this in the mind 
of the public, which after all is 
the final judge. 


BRIEF EXISTENCES 


Moreover, during those 12 
years the number of daily papers 
which have tried their luck— 
and faded out—has been con- 
siderable, both in Paris and the 
provinces. Two recent and re- 
markable examples bore still 
further witness to the solid posi- 
tion of the papers established 
since 1944: L’Express and Le 
Temps de Paris, each for differ- 
ent reasons, could not make the 
grade and had to give up the 
struggle. We are assured that 
new efforts will be launched. But 
precedent is not very encouraging. 

And so, young though it is, 
the French press has established 
itself solidly. 

What is its position today? 

Altogether, the French daily 

papers, which in 1945 had a 

total circulation of nearly four 

million copies more than in 

1939, and in 1952, 1,400,000 

copies less, now have a circula- 

tion more or less in the region 
of the average postwar circu- 
lation, namely 11 _ million. 

But the actual paper consump- 

tion has increased. Some 

430,000 tons a year are now 

consumed as against an 

annual figure of some 360,000 

tons in the period which pre- 

ceded the war. 


Those observations serve to 
emphasise two aspects of the 
problem. After a period when 
“small format” and the thirst for 
news obliged people to buy 
several papers per family, 
economic difficulties severely re- 
stricted newspaper circulations. 
Comparative stability has since 
enabled the press to make 


in the daily press 


gradual headway again and under 
normal conditions this tendency 
should continue. 


In the second place the number 
of pages (except during the sum- 
mer of 1956 and the course of the 
present autumn, when collective 
restrictions have had to be im- 
posed) has increased very notice- 
ably. Before the war the daily 


papers generally came out with 
eight pages, often with 10, rarelv 
with 12, 14 or 16. Nowadays, the 
number of pages, which of course 
varies according to the paper, 
frequently amounts to 16, 18 or 
20. 


Without working it out in 
detail, let us reckon that the 
average has gone from nine to 13 
—which is a_ considerable 
difference. 


We may mention in passing 
that the French daily press is 
distributed at the rate of 26 
copies per 100 inhabitants, 
according to the UNESCO 
statistics, whereas British papers 
are distributed at the rate of 
copies per 100 inhabitants. 


FOR THE FAMILY 


This is partly a question of 
national habits (in France the 
newspaper is bought for the 
family, and in Britain far more 
for each individual man or 
woman), and also a question of 
sales price. A French daily 
paper costs 15 francs (some even 
costs 18 to 20 francs), which is 
a stiffer price than that of the 
English daily. At all events, just 
because it is a “family” news- 
paper, the copy is kept all day to 
be read in turn by the various 
members of the family. 


Another point: the Paris 
dailies are distributed throughout 
France, although not to the 
extent to which the London 
papers circulate. The provincial 
press is very powerful, stronger 
even than before the war. The 
big regional papers go all over 
the country, except the Paris 
region, and their network is com- 
pleted by departmental and even 
local papers. 


By way of example, the largest 
French morning daily has only 
20 per cent of its circulation out- 
side Paris and the Seine, Seine- 
et-Oise and Seine-et-Marne de- 
partments, which means in turn 
that the departments mentioned 


By CLAUDE BELLANGER das 


constitute a particularly dense 
reading area. 

A few figures will serve to give 
some idea of the circulation of 
the principal French newspapers. 
The 10 biggest circulations are. 
in this order: France-Soir, Le 
Parisien Libéré, Ouest - France 
(Rennes), Le Figaro, L’ Aurore. 
Le Pragrés (Lyons), La Voix du 
Nord (Lille), Sud-Ouest (Bor- 
deaux), Le Dauphiné Libéré 
(Grenoble), La Dépéche Du Midi 
(Toulouse). 


SIZE OF CIRCULATIONS 


That is to say, four Paris 
dailies and six provincials. Only 
the first four mentioned exceed 
or attain 500,000 copies. The 
ninth and 10th have a circulation 
in the region of 250,000, and 20 
provincial dailies between them 
account for more than 100,000 
copies. 

If the number of daily papers 
is smaller than it was before 
the war as a result of a con- 
centration phenomenon which 

occurred in post war 

France, the circulation figures 

of the most popular of the pro- 

vincial papers have increased 
by comparison with their pre- 
decessors. 


It goes without saying that, for 
the French press—as for any 
regular publication—advertising 
is a particularly important factor. 


CHECKING THE FIGURES 


On the one hand, circulation 
figures are audited by a specialist 
body run jointly by the press, the 
advertisers and the publicity 
agents. This is the Office de 
Justification de la Diffusion 
(O.J.D.). On the other hand, in- 
vestigations.pf a readership nature 
are carried out with increasing 
frequency by this or that particu- 
lar concern who aim to give 
accurate assessments of the dis- 
tribution and nature of the 
clientéle. At present there is 
even a plan on foot to hold a 
vast collective investigation which 
would embrace the whole 
country. 

The overall volume of adver- 
tising in the press is, admittedly, a 
good deal less in France than in 
Great Britain. For 1955 it was 
estimated at a value of some 
50,000 million francs, whereas in 
Britain it was 85,000 million. In 
both countries the increase in 


CLAUDE 
BELLANGER has been a 
journalist since 1927. He has 
been general manager of the 
“Parisien Libéré” since its 
creation in August 1944, He 
was a member of the con- 
trolling committee of the 
resistance movement “Organi- 
sation civile et militaire,” a 
member of the permanent staff 
of the National Federation of 
the Clandestine Press, and a 
member of the Information 
Committee of the National 
Resistance Council. He is 
president of the Paris Press 
Trade Union, vice-chairman 
of the National Federation of 
the French Press, general 
secretary of the International 
Federation of Newsp 
Editors (FIEJ). 
vice-chairman 


Press Institute, which pub- 
lishes the review “Etudes de 
Presse.” Among his published 
works are: “Vers la guerre ou 
vers la paix” (“Towards war 
or peace”) (1936), “La presse 
des barbelés” (“The press 
behind barbed wire” — the 
subject of an award by the 
French Academy, 1951). 


comparison with 1954 was ap- 
proximately 19 per cent. 


However, a development is 
taking place which tends 
towards an increase in press 
advertisements. Some sections 
of advertising which were par- 
ticularly important before the 
war are now very much reduced 
by reason of legal restrictions, 
such as pharmaceutical pro- 
ducts or apéritifs. Others on 
the contrary have expanded 
(e.g., household appliances). 


Furthermore, large format 
advertisements are appearing 
more and more frequently in the 
press. The big stores, instead of 
printing catalogues which are 
laborious to compile and distri- 
bute, have realised the advantages 
of making use of the press for 
this purpose—the Paris press in 
particular. Whole-page adver- 
tisements are not uncommon, and 
we even see double-page, or in 
exceptional cases, four-page 
advertisements. 
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PuBLic relations began to 
be talked about in France 
towards the end of 1949. On 
the one hand, the giant petrol 
organisations set up public rela- 
tions services, and were soon 
followed by nationalised con- 
cerns. On the other, a certain 
number of professional men 
from industry and journalism 
became interested in the new 
technique and thought of mak- 
ing it their career. This double 
current of interest allowed the 
profession to become organised 
and the spirit of public rela- 
tions to take root and prosper 

The “Club de la Maison de 
Verre.” or “Glasshouse Club,” 
was the pioneer association, com- 
prising both the heads of public 
relations departments of large 
companies and the first free lance 
consultants. The founders of the 
club were: MM A. de Belinko 
(Air France), Carrot (Fives-Lille). 
Choppin de Janvry (Esso-Stan- 
dard), Denis (Philips), Katchour- 
ine (Societe Generale des Huiles 
de Petrole), Kergomard (Regie 
Renault), Lule-Dejardin (Com- 
pagnie des Petroles d’Algerie), Le 
Masson (Compagnie Francaise 
de Raffinage), Matrat (Caltex), 
Myon (Regie Renault), Oger 
(Esso - Standard), Poudevigne 
(Union des Chambres Syndicales 
de I'Industrie du Petrole), Sauer- 
wein (Esso-Standard), and Taver- 
nier (free lance). These were 
soon joined by MM Bloch (Pechi- 
ney), Giraudet (free lance), and 
myself (free lance). 


CREATION OF CODE 


It soon became clear that there 
was a need for the establishment 
of a professional code and a pro- 
fessional body. Thus was created 
the Association Professionelle des 
Conseillers et Cadres de Relations 
Publiques, whose chef d’wuvre 
was the drawing up and adoption 
of a professional code for public 
relations consultants. This was 
done in conjunction with the 
French Federation of the Press 
and with the Advertising Federa- 
tion. This code, incidentally, has 
served as the basis for similar 
charters in a number of other 
countries. 

In 1955, the leaders of these 
two professional associations de- 
cided that, while maintaining the 
dual interests of theory and prac- 
tice, it was necessary to ensure 
unity for the movement. They, 
therefore, amalgamated under 
the title of Association Francaise 
des Relations Publiques (AFREP) 
La Maison de Verre. 

The pioneers of public relations 
in France also concerned them- 
selves with organising advanced 
courses of instruction for the pro- 
fession. These take place every 
year under the aegis of the 
Institut d'Etudes Politiques and 
attended by more than 100 
students. A public relations com- 
mittee has been set up by the 
national committee of the Organi- 
sation Francaise. Finally, mem- 
bers of the AFREP organise a 
number of courses in big schools 
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The importance of public relations 
in France has become acknowledged 


since the war. A turning point was the 


setting up of a code for the profession 
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Major advances are being 


made in public relations 


and arrange for lectures to be 
held on matters of both theory be alarmed at what these people 
and practice in Paris and the put out in the guise of informa- 
provinces. tion. 

At the beginning of July this 
year, the AFREP consisted of the 
following members: 

64 professional members (18 
free lance consultants and 46 
heads of public relations 
departments in firms). 

72 associate members from 


nalism and advertising may well 


It will hardly surprise British 
readers to learn that one of our 
first difficulties was to adapt 
Anglo-Saxon principles and 
methods to the French way of 
thought. One can say, how- 
ever, that the members of the 
AFREP managed to draw up 
commerce or industry who are and put into effect a French pub- 

interested in public relations lic relations doctrine—and do 

work, not think I am being rash when 

26 probationary members (a I say that this is of the greatest 
professional member must importance to British or Ameri- 
have completed two years’ pro- can firms who are interested in 
bation). the French market and who 

Six corresponding members. wish to inaugurate French pub- 

The AFREP does not pretend lic relations programmes. At 
to include all professional public the moment our public rela- 
relations men. Periods of tions consultants and their firms 
pioneering and initial develop- are equipped to cope success- 
ment always produce some inde- fully with such demands. 
pendent _ spirits. Others tem- The first difficulty was—and is 
porarily deviate from the -—one of language. It is not 
accepted ideas, and only accept’ entirely happy to translate “Pub- 
one aspect of public relations lic relations” as “Relations pub- 
work—namely that which bor- liques.” -On the other hand, the 
ders on advertising and which English language can differentiate 
the Americans call “institutional between three things: public rela- 
publicity.” These deviationists tions, publicity, and advertising. 
can be reproached with viewing But we only have the two terms: 
their work with too lively an publicity and public relations. 
imagination which often leads Next come difficulties inherent 
them to substitute invention for in our differing psychological and 
reality. Our colleagues in jour- social climates. The Frenchman 


ho See 


France is an incomparable country for tourists who seek sun and a 
complete change from the grim realities of their own daily life. This 
pleasant scene is of a chateau in Auvergne. 


By A. VIRENQUE 


HE author of this article} 

has been treasurer of the 
Club Maison de Verre (Glass- 
house Club), president of the 
Professional Association of 
Public Relations Consultants 
and Agencies and executive 
president of the French Asso- 
ciation of Public Relations. 
He opened the first public re- 
lations agency in Paris and is 
president of the public rela- 
tions committee of the Organi- 
sation Francaise. 


is an individualist, not liking to 
side with the majority. Thus we 
can only put our message across 
convincingly by stressing the per- 
sonality of the craftsman, the 
shareholder, the retailer, the cus- 
tomer, or the man-in-the-street. 
The Frenchman cherishes his 
freedom of choice and he expects 
all the social groups to which he 
belongs, or which interest him, to 
provide, either directly or through 
the press, something specific to 
appreciate—-some clearly pre- 
sented fact. The majority of 
Frenchmen would react most 
unfavourably to a high pressure 
follow-up system. 


DEVELOPING REPORTS 


Without doubt it is in the field 
of information to shareholders 
that public relations have most 
developed in France. One of the 
largest economic and financial 
papers, La Vie Francaise, awards 
an annual prize for the best 
annual report. In 1954 this was 
won by Esso-Standard, and in 
1955 by the Société l’Allobroge 
at Chambery. Among the mem- 
bers of the jury are the president 
of the AFREP and the public 
relations chief of the previous 
year’s prize-winning firm. In 
order to make its award, this jury 
studies over 300 reports every 
year. This figure shows that 
interest in public relations grows 
apace. 


We should be most happy to 
collaborate rather more systemati- 
cally with our British colleagues, 
and professional liaison is 
effected, through the JInterna- 
tional Public Relations Associa- 
tion, by our colleagues J. Chop- 
pin de Janvry (Esso-Standard). 
Etienne Bloch (Pechiney) and 
Rene Tavernier (International 
Relations). 
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HE limits which are inevit- 

ably imposed upon an 
article of this kind do not 
permit of my dealing with the 
vast problem of outdoor 
advertising in France. All we 
shall try to do, for the benefit 
of our English readers, is to 
emphasise those features which 
differentiate our business as 
practised in our country from 
the manner in which it is 
carried out by our colleagues 
on the other side of the 
Channel. 

For many a long year, France 
—which is primarily a tourist 
country—has been trying to pro- 
tect her historical sites and 
monuments from abuse by 
posters. The first rules in this 
field date from 1912 and were 
essentially financial in character. 
Since 1943, on the other hand, 
the law governing our profession 
is one of the regulation type. 

This law is not and cannot be 
the “Great Charter of Outdoor 
Advertising” which all members 
of the profession so keenly desire. 
In fact, it contains a great deal 
of vagueness, and for this reason 
our colleagues live in the con- 
stant shadow of doubt in regard 
to the legality of what they have 
done. 


CONSCIOUS OF NEED 


The members of the profession, 
who form the Union of Out- 
door Advertising Associations, 
however, are fully conscious of 
the need to impose restrictions 
and particularly of the concern 
which has always been shown by 
French legislation to keep out- 
door advertising within the range 
of public taste and give protec- 
tion to rural beauty areas—which 
are practically closed areas so far 
as advertising is concerned. 

It is this prohibition which, 
in our opinion, characterises 
outdoor advertising in France 
as compared with what hap- 
pens in other countries. In 
Italy, in the United States, and 
even in the United Kingdom, 
one frequently notices by the 
roadside in open country large 
hoardings which hide part of 
the landscape—at points, it is 
true, which are not particularly 
picturesque. In France, on the 
other hand, all that would be 
permitted at such points would 
be posters having a maximum 
area of 30 square feet affixed 
to walls. 

Nevertheless, the law of 1943, 
which has never received the 
approval of professional people, 
is not fully respected because it 
does not meet the needs of a 
modern industrial nation. 

The reactions of the authorities 
to violations of this law are 
sporadic and lack clear cut direc- 
tion. As a result of this situation, 
our profession is left in a posi- 
tion where it is impossible to take 
a long term view regarding the 
normal development of equip- 
ment—although such equipment 
represents the only means by 
which some standard of indus- 
trial ethics can be achieved. 
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A law governing outdoor advertising in France 


is both restrictive and imprecise. 


But there is a better prospect ahead 


Greater freedom hope — | 
for poster industry SP iw 


That is why, when you travel 
along the roads and through the 
cities of France you will gather 
an impression of disorder in 
matters of outdoor advertising. 
Nevertheless, the conversations 
our association have had with the 
authorities, have left us with the 
hope that in the near future we 
shall have a new law—one that 
will be wider in scope, more pre- 
cise in detail and more suited to 
the needs of the hour. 

Since the end of the last war 
our profession has seen a process 
of concentration—which was, in 
fact, greatly advanced by the war 
itself. 

Indeed, we must not forget 
that the occupation did away 
with practically the entire need of 
advertising. The outcome was 
the almost complete disappear- 
ance of regional firms which, 
prior to the war, had operated 
on a very wide scale. 


BRAKE ON ADVANCE 


After the liberation, the short- 
age of consumer goods (which 
continued for a further three or 
four years) prevented any imme- 
diate emergence of a need for 
advertising. As a consequence, 
firms centred in Paris found it 
necessary to establish provincial 
branches or else buy up local 
firms on their last legs. 

Roadside advertising (although 
slightly different in that it 
already showed a high degree of 
concentration even before the 
war) has, nevertheless, been 
marked by a similar concentra- 
tion trend, and the number of 
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By Jacques Dauphin . 


regional firms has shrunk con- 
siderably. By that we do not 
mean to imply that all the 
regional firms have faded away, 
but rather that the decrease in 
their number has had a profound 
effect on the conditions of the 
market. So far as the firms them- 
selves are concerned, this concen- 
tration has had the advantage of 
bringing about a unification of 
working methods. 


LABOUR PROBLEM 


On the other hand, because 
these firms have grown very 
rapidly, their internal organisa- 
tion has not been without its ups 
and downs (difficulties in getting 
qualified staff, etc.). 


The economic aspect of out- 
door advertising in France is, 
therefore, fundamentally different 
from that in Great Britain or the 
United States because, especially 
in the latter, it is the regional 
undertakings which are the life 
blood of the profession. 


The two difficulties to which 
we have alluded (those of a legal 
nature and those of an economic 
character) have been weighing 
upon outdoor advertising con- 
cerns in France for some 10 years 
or so. Fortunately, they look 
like being overcome in the near 
future but they have not, so far, 
allowed us to give so much atten- 
tion as our British or American 
colleagues to certain theoretical 
problems raised by outdoor 
advertising. ~ 


In fact, the statistical data in 
our possession calls for serious 


LA COULEUR C EST L AVI 


ta coutene coat fa! 


Ia couleur CRSt la vie 


This is one of the poster presentations that impressed a British visitor 


to France this summer (see page 12). 


Important developments are 


taking place in the French poster industry, which will have the effect 
of improving still further its value to advertisers. 


HE author of this article 

is general secretary of the 
Union of Outdoor Advertising 
Associations and is one of the 
most active men in the busi- 
ness. He _ has practical 
experience because he man- 
ages two of the largest con- 
cerns, covering both town 
posters and roadside publicity. 


attention to enable it to be 
properly adapted to the needs of 
advertisers and enable them to 
beam their advertising campaigns 
exactly where required. 

As to statistical documents, the 
principal material we have is 
made up of the population 
censuses, the latest of which is 
for 1954. This allows us to give, 
in the case of small localities, not 
only the figures for the total 
population but also the popula- 
tion which is concentrated in the 
main centre. 


STUDY OF MARKET 


Apart from this census in- 
formation there is also a study 
entitled The French Market pub- 
lished annually by M. Paul 
Nicolas as a supplement to the 
magazine Vendre, which gives the 
percentage of buying power for 
each department and each town 
in the department in relation to 
average buying power. 

This survey, which is brought 
up to date periodically, may also 
be completed by a study of the 
commercial regions which suf- 
round the principal French cities 
and are dependent upon them— 
regions which no longer corre- 
spond with the administrative 
boundaries, because those boun- 
daries date from the time of the 
First Empire. 

We also have at our disposal— 
and this is something which is of 
interest mainly to those engaged 
in roadside advertising—a map 
issued by the Ministry of Public 
Works showing the traffic census 
figures on all the national and 
departmental roads. This docu- 
ment is of paramount importance, 
because it makes it possible to 
estimate the cost per potential 
reader of each advertising 
message. 

As regards outdoor advertise- 
ments in towns, work has been 
started on traffic maps for the 
principal centres. 
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HE art of the painter, in 
particular the artist in oils, 
has an undoubted influence on 
the art used in advertising. 
And for some _ considerable 
time France has been giving 
us a new approach in art. The 
photographic has died, and in 
its place have come great ex- 
periments in colour, in abstract 
designs and in the use of the 
solid nature of the medium 
itself. 

The theatre is affected and the 
scenic work is given a new feel 
Architecture is influenced and 
new shapes arise. Television, 
which is itself new. gropes out 
for contemporary thoughts. The 
world moves on apace and im- 
pressions are all we have time to 
comprehend. 

During the summer of last year, 
and this, I have been to France 
with the deliberate aim of gain- 
ing impressions of their outdoor 
advertising. And it has been a 
highly stimulating and educative 
experience 

et us consider last year first. 

There was colour, life and fun 
in the crop of posters that I saw. 


This was Don Tibbenham’'s 
1956 “Choice of the year’ French 
poster—simple but powerful. 


What is the professional British view 
of French poster design ? 
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Brimful of zest—and 


always interesting 


The humour was there as always. 
and it was manifest that the artist 
enjoyed complete freedom. 

The posting was still somewhat 
haphazard and irregular although 
there were signs of more care be- 
ing taken. The petrol companies. 
like Shell, were seiting a good 
example by having simple and 
well designed sites. Their latest 
poster was most impressive—the 
racing car in airbrushed technique 
really zoomed out of the design 
and its vivid colours gave it great 
force. 

The Perrier poster jumped 
about on the hoardings every- 
where. Why the figure should 
have three arms and three legs 
I never did find out, but | loved 
that comic “gazeuse” sketch: so 
simple—so French—~so fizzy! 

Now for the 1956 _ brief 
summer time collection. gathered 
up while on tour. 


IMPRESSIONIST IDEA 


This year in France I aimed my 
camera at the drink market. Have 
these advertisers caught on to the 
impressionist idea which French 
painters originated? Yes, I think 
so. Unfortunately in these minia- 
ture reproductions colour cannot 
be shown—and colour is so im- 
portant. 

The “Orangina” poster stood 
out on the somewhat irregular 
and badly posted sites. That 
gigantic piece of orange peel in 
vividly “holiday” colour told 
the public everything. Thirst 
quenching, joy, flavour, mouth 
watering, the holiday spirit, 
“Orangina” said it all in one 
simple swirl of orange red. 


With a _ bottle in 
each hump _ the 
“Club Soda” people 
put over their mes- 
sage in an impres- 
sionistic fashion. 


says DON A. TIBBENHAM, 


managing director, Tibbenham Publicity Ltd. 


“It sparkled because of its original presentation. 


Irewor 


French” is how Don Tibbenham has described this poster. 


For their part, “Club Soda” put 
over their story in even simpler 
fashion. Again impressionistic. 
The simple, gay. colourful tech- 
nique of the modern school was 
also used by “Soda Pernod.” Here 
was bubbling coolth to refresh 
and revive one on those boiling 
hot days—so foreign to us in 
England this year 

Not all the drink advertisers 
employed this technique as can 
be seen from the “Vittelloise” 
poster. This made great use of 
cooling greens and_ French 
vivacity. It was very French. It 


Left: “Soda Pernod” conveyed “bubbling coolth” ve 


their last summer's poster. 
orange peel 


sparkled and because of its origi- 
nal presentation, fascinated and 
caught the eye. 

So much for the drink market 
—a pretty good collection. 

My choice of the year, how- 
ever, was the oh! so simple “BIC” 
poster. Here was French poster 
art at its Frenchest. 

And away from liquids | put 
an “AVI” item high on the list 
for brightness and fun. (See page 
10.) 


French posters 
interesting. This year they were 
well up to standard in my 
opinion, 


are always 


eloquently in 


Right: In Don Tibbenham's view the 


told everything. 


It was very 
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LE FIGARO 


Rll 


contains the highest number 
of commercial advertisements 
of all French papers. 
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LE FIGARO LITTERAIRE 


has the strongest sales power 
of all literary weeklies. 


© 


LE FIGARO AGRICOLE 


the technical monthly 


covering tens of thousands of 
people in the agritultural 
areas. Free copy on request. 


©) 


For all information regarding advertising, please contact the sole U.K. representatives 
Messrs. Albert Milhado and Co. Ltd., 140, Cromwell Road, London. S.W.7. 
Tel. : FREmantle 8592/3. 
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With one magazine alon 


3,000,000 French reade 


’ 
‘ 


Here is the best possible way to reach an almost perfect 
coverage of the French market at low cost. 


Sélection has the largest readership 


Over 1,000,000 copies are sold each month (Audited 
fe figures for November 1954 to October 1955 = 1,079,492). 
4.7 readers per copy. 

5,400,000 persons read at least 2 copies out of 3*. 
10,065,000 persons read at least one issue a year** 
3 Amazing stability : less than 3°, variation in circulation 
‘ in 4 years. 

Here is what Sélection offers... and proves to you ! 


You reach the cream of the mass market 


One third of the people in France who have above 
average buying power are regular readers of Sélection. 

, For instance : 27.1", of the persons in class A and B, 

i 24.1°, of business owners and top executives, 36.6) of 
executives, 33.3‘, of senior civil servants. 61°, of the 
readers of Sélection are at the ages where one buys the 
most (25 to §4 years). 51.3% of the persons in class A 
read one issue and more in the year**. 


i You benefit from steady readership 


j More than half of its circulation is by subscription. 
(677,148 copies in March 1956 were sold by subscription). 
The most constant readers are those of the highest 
income bracket : 28.1°, of class A read § to 12 copies a 


** 

year**. 

4 * Attitude survey — Service de Sondages et Statistiques — 

4 January 1952. 

5 ** Cumulative audience survey — Institut Frangais d’Opi- 
nion Publique — June 1953 — July 1954 — Paris area - 


extrapolation of the figures to the whole of France. 
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... and readers have confidence 


Each issue of Sélection is re-read and leafed through 
several times and many readers save it. 

Because readers are interested and confident in the 
contents of Sélection du Reader’s Digest, your adver- 
tising benefits. 

In fact, a survey of the impact of advertising (D. Starch 
method) proved that an ad is seen, on an average, by 
§0.8 ',, noted by 31.2', and read by 17.7". 


For maximum efficiency with a limited budget 
For an advertiser with a limited budget, insertions in 
Sélection can mean a complete campaign, at the cheap- 
est cost per thousand circulation : 14,7d. You have 
the choice between pages in black and white, in 2 colours 
or in 4 colours. Our advertising department will 
gladly supply rates and complete, up-to-date, informa- 
tion on the French market. 


Reader’s Digest editions 


Sélection du Reader’s Digest is published in three 
distinct editions in which space can be bought separ- 
ately : the French edition, the Belgian edition and the 
Swiss edition. In addition, you can reach other coun- 
tries on the continent through the Austrian, German, 
German Swiss, Italian, Scandinavian and Spanish 
editions. 

Space in all these editions can be reserved and paid for 
in London. The Reader’s Digest Association Limited 
has made arrangements with the authorities whereby 
application for the necessary foreign currency is made 
on behalf of advertisers. Invoices are rendered in ster- 
ling for all contracts written in London. 


, Sélection 


du Reader’ Digest 


216 BOULEVARD SAINT-GERMAIN, PARIS 7 


London Enquiries : THE READER’S DIGEST ASSOCIATION LTD, 25, BERKELEY SQUARE, W.1. Te 
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[HE first film performance 
took place in Paris at the 
Grand Café, Boulevard des 
Capucines, on December 28. 
1895. It consisted of films that 
the Lumiere brothers had made 
at Lyons (where they had their 
laboratories) and on_ the 
Riviera. As an attraction the 
show was thought definitely 
entertaining. But few people 
thought it would develop into 
one of the largest industries in 
the world. 

For a number of years the 
French film industry had the field 
more or less to itself. They were 
the years when the Pathé and 
Gaumont companies came into 
being, both in Great Britain and 
in the United States. But this 
expansion was cut short by the 
first World War, which left the 
American film industry free to 
develop and to dominate the 
world market, as it has since 
done. 

Advertising films sprang up 
quite naturally as soon as the 
cinema’s rapid growth had made 
it the outstanding medium of 
popular entertainment. The first 
advertising film—which no one 
can remember with any accuracy 
—was probably also French. 


SHARE OF BUDGETS 


It is generally reckoned that 
out of 70,000 frs. million ex- 
pended annually on advertising in 
France, the cinema receives 4,000 
million, or roughly the same 
amount as the radio. Obviously, 
this figure is small in comparison 
with expenditure on press adver- 
tising. Nevertheless it is in itself 
an imposing sum and one which 
has grown from year to year. 
This has been especially the case 
since advertisers started to devote 
larger appropriations to the pro- 
duction of their films, with the 
result that the public has become 
more appreciative of what is 
screened during the interval. It 
is not rare. for instance, for an 
advertising film to receive 
applause. 

In any case, it should be 
pointed out that the volume of 
cinema advertising has almost 
reached its limit because, already, 
all the available footage in the 
major cinemas (and it cannot be 
increased) is booked months in 
advance. 


LIST OF ADVERTISERS 


Who are the large cinema 
advertisets? 

Primarily. the manufacturers 
of mass consumer products. The 
Lever organisation is the largest 
French advertiser, not only for 
detergents (Omo. Persil. Corail) 
but also for various other pro- 
ducts (Vim), soap (Lux), tooth- 
paste (Gibbs), food (Astra mar- 
garine and Royco soups). Next 
in order of importance come the 
Orea] concern, with Dop sham- 
poo; Monsavon soap; then Palm- 
olive and Colgate; Cadoricin bril- 
liantine; Lesieur cooking fats: all 
the major btands of petro] and 
oil (Esso, Shell, Azur). Then 
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By PIERRE REMONT, 


of Les Films Pierre Remont 


there are the household pro- 
ducts — refrigerators, washing 
machines, etc. 

The battle between tooth- 
pastes, brilliantines and deter- 
gents has been such that the 
cinema circuits were forced to 
ration themselves in these items, 
taking on only three such 
advertisers at any one time. In 
this way they could show their 
films one after the other in 
cinemas, without two similar 
products competing on the 
same screen. 

All these advertisers make 
large scale use of the cinema 
medium by a series of short 
features. They sign up all the 
cinemas belonging to a circuit by 
one central agreement and the 
distributing organisation then has 
four months in which to screen 
the series of features produced 
by the advertiser. This arrange- 
ment, which leaves the actual 
date of individual screenings to 
the distributor, results in a reduc- 
tion of between 30 and 40 per 
cent of the basic price quoted for 
single screenings. 

Each distributing circuit has its 
own production department. It 
was for its activities in this 
respect that Cinema et Publicité 
was awarded first prize in 1955 


A scene from an Eastmancolor advertising film for Lux made for 


J. Walter Thompson Co., Lid., by the Dimka organisation. 


at the Monte Carlo festival, 
organised by International Screen 
Advertising Services. 

Apart from these production 
departments, belonging to the 
combines, independent producers 
also exist: la Cométe, Artistes 
Associés (also prize-winners at 
the ISAS festival), Les Films 
Pierre Rémont, and many others, 
each with their own individuality. 

French advertisers are quite 
free to choose any production 
firm for their films, either inde- 
pendent or otherwise. But they 
are obliged to have distribution 
copies made by one of the 
circuits that will do the distribut- 
ing. 

What kind of presentation is 
used in French advertising films? 


DIFFERENCE OF TYPE 


Advertisers are divided in 
their preférence between the sell- 
ing film and the film that enter- 
tains. Manufacturers of alco- 
holic drinks, for example, are not 
allowed to use any sales talk on 
behalf of their product. They 
may only state its name and show 
the label on the bottle. Thus, the 
films they are able to produce may 
only consist of prestige advertis- 


French 


advertising films are world famous and absorb about 4,000 million 


francs a year out of the 70,000 million francs total of advertising 


expenditure. 
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The power of the cinema 


in French advertising 


ing. Cars and household appli- 
ances (refrigerators, washing 
machines, etc.) on the other hand 
are more inclined towards sales 
talk. In their films, as also in 
their other types of advertising. 
they generally stress their positive 
merits, the points that differenti- 
ate them from competing pro- 
ducts and give the consumer 
reasons for making a choice from 
which they will benefit. 


VARIANCE OF RATIO 


Between these two extremes are 
intermediate positions, held by 
a large variety of films, in which 
the ratio of sales talk to enter- 
tainment varies considerably. 
Technically speaking, it might 
seem that “live” photography is 
better suited for hard selling 
films, with animated cartoons and 
rather more fanciful productions 
more apt for prestige or brand 
name publicity. 

But “live” photography _ is 
sometimes used for purely 
imaginative films. or for films 
based on a “jingle”; while 
animated cartoons may represent 
the best method of putting across 
the working of an electric razor 
or a fountain pen 

Precise laws do not exist in this 
field. and “live” photography and 
cartoons share the favour of ad- 
vertisers. There is, however, a 
certain bias towards the former. 
which is less costly and takes less 
time to make. 


USE OF TECHNIQUE 


Apart from these two tech- 
niques, mention should be made 
of the stop-motion technique used 
in films by Raik or Alexeieff. 
These fine artists obtain outstand- 
ing ~esults by manipulating the 
negatives of real photographs. 
This has won for them, in their 
own field, a reputation equivalent 
to that of Joop Geesink in the 
world of puppets. 

As regards costs, one can say 
that features consisting of “live” 
sequences are produced nowa- 
days for between 700,000 and a 
million francs. Animated car- 


toons normally come out at be- 
tween 60,000 and 80,000 francs 
per metre. All these prices in- 
clude a production tax of 20 
per cent (which does not apply 


@ Continued on page 18 
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We cannot offer you... 


...a steam roller for flattening out the competition, but we will 
work out for you a comprehensive advertising scheme, will select 
the soundest arguments for promoting your products and will hammer 


them in everywhere, over and over again. 


If it is advertising in France 
it is “our” business ! 


PUBLICIS PUBLICIS (France) Ltd. 


75 av.des Champs-Elysées 52-54 Leadenhall Street, 
PARIS 8 LONDON E.C. 3 
Téléphone: BALZAC 78.00 Telephone: ROYAL 2240 
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ADVERTISING 
FILMS 

FOR CINEMA 
AND 
COMMERCIAL T.V. 


Les films PIERRE REMONT 
Co-productions DIMKA 


35, rue Washington—PARIS 8° 


T. ELYSEES 95-70 


LIVE ACTION FILMS 


ANIMATED CARTOONS 
by Albert CHAMPEAUX 
and Pierre VATRIN 

STOP MOTION FILMS 
by Raymond KERBA 


SHORT “ PRE-FABRICATED ”’ 
FILMS AVAILABLE for the U.K. 


SEVERAL FILMS 
PRODUCED 

FOR AMERICAN 
AND BRITISH T.V. 


Screen 


_ Advertising 


in 


France 


| in the 


| color. 


| cated” films. 


| area. 


—continued 


A roundabout 
sequence from 
another Eastman- 
color advertising 
film for Lux. As 
United 
Kingdom, the ad- 
vent of television 
in France has given 


| a stimulus to film 


producers. 


to films produced for overseas) 

and 10 per cent agency com- 

mission. 

Nearly all the advertising films 
made in France are in Eastman- 
But as Technicolor have 
just set up a processing laboratory 
in Paris many films will now be 


| printed by Technicolor from East- 
| mancolor originals. 
| cess will only be used for large 
| scale printing (over 200 or 300 


This pro- 


copies). It will mean a consider- 
able reduction in prices for East- 
mancolor films, for which French 
advertisers are at the moment 
being charged about 250 francs 


| a metre (this figure again includes 
| 20 per cent tax and 10 per cent 


agency commission). 
PRE-FAB PRODUCTIONS 
Small local or regional adver- 


| tisers who cannot afford produc- 
| tions as expensive as this make 


widespread use of “pre-fabri- 
These are on hand 
for every type of business, have 


| been carefully produced and can 


easily be adapted by means of 


| inserts or tailpieces in order to 


apply specifically to the adver- 
tiser in question. The latter is 
given exclusive use of the material 
for a strictly defined geographic 
In Paris, for instance, the 
area would be no more than a 


single arrondissement. 


These syndicated films, which 


often cost between 500,000 and 


600,000 francs to make, are sold 
fully adapted to small advertisers 
for a tenth or less of their cost 
price. The producers of pre- 


| fabricated films recover the money 


they have invested in them by 
means of such syndicated sales, 
while foreign language versions 
also find uses abroad. 

French film producers—those, 
at least, who are not tied to a 
cinema distribution company— 
are currently adapting themselves 
to the production of films for 
commercial television, in addition 


| to their work on cinema advertis- 
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ing. Advertising is, of course, 
forbidden on the official Radio- 
Télévision Frangaise network, 
but exists on what are known as 
the “peripheral” broadcasting 
stations: Radio Luxembourg, 
Europe No. 1 and Monte Carlo. 
These stations have only a 
restricted radius, and _ their 
geographic situation on the 
borders of France means that 
they cover audiences in various 
regions and speaking various 
dialects. For this reason adver- 
tising on them is necessarily 
limited to short features tele- 
vised “live,” or to films of only 
modest scope. 
_ By contrast, television adver- 
tisers in Britain and the United 
States are turning more and more 
to French film producers. It is 
not that the two countries lack 
qualified film makers of their 
own. Far from it! But adver- 
tising thrives on constant origin- 
ality, on a novel approach. It 
must surprise before putting its 
message across. The British 
viewer, who gradually becomes 
familiar with the style of United 
Kingdom agencies, finds his curi- 
osity reawakened by what a 
French studio puts before him. 


APOLOGIES FOR ABSENCE 


We are sorry to compete with 
our English colleagues on their 
own screens in this way—if only 
to a minute extent—without 
being able to let them express 
themselves in turn on ours. But 
we are pleased to see them every 
year at the contest ofganised by 
the International Screen Adver- 
tising Services. Last year at 
Monte Carlo we were able to 
acknowledge the variety and 
originality of their talent. 

This year again the Cannes 
Festival made it possible for us 
to show our works side by side. 
It all gives us great pleasure, and 
convinces us that to compare our 
respective works is mutually 
advantageous. 
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‘Trade fairs—the range is 


continually increasing 
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says LEON BARETY 


ADVERTISING 


CO-OPERATIVE 
CAMPAIGNS 


es 
The successful way 


to the French Market 


is through . 


SYNERGIE 


ADVERTISING | 
and PROPAGANDA 


8, RUE PAUL BAUDRY 
Paris 8éme 
Tel.: ELYsées + 94 —36 


Telegrams: Pubsyn-Paris. 


| events is 


| very great, 


ANIFESTATIONS of 
economic activity, as ex- 
pressed in the form of exhibi- 
tions, shows or fairs, are so 
interesting and successful from 
the commercial point of view 
that they are continually in- 
creasing in number—at least so 


| far as the two latter categories 
| are concerned. 


Before going further into this 
subject, it might be necessary to 
define these various manifesta- 
tions, as they are understood in 
France, so as to be aware of their 
differences. They are often con- 
fused with one another. 

Exhibitions take place at irregu- 
lar intervals and their object is 
to draw up an inventory, as it 
were, of the means of satisfying 
the needs of civilisation and em- 
phasising the progress achieved. 

Fairs are events of an essen- 
tially commercial nature, occur 
ing at regular intervals and con- 
stituting great markets where, on 


THE AUTHOR of this article, 
LEON BARETY, is chair- 
man of the _ International 
Bureau of Exhibitions, chair- 
man of the French Exhibi- 
tions Committee, chairman of 
the controlling committee of 
the Salon des Arts Ménagers, 
and chairman of the organis- 
ing committee for the Frénch 
contingent to the 1958 Brus- 
sels Exhibition. 


a fixed date, producers can dis- 
play samples with a view to 
boosting sales. The total number 
(of very varying importance now) 
held in France each year is well 
over 150. 

The interest aroused by these 
undeniable, and the 
success of the main ones cannot 
be disputed—hence their increase 
—both in France and abroad to 
a point at which a certain amount 
of concern is being felt. 

But up to now it has not been 
possible to discipline fairs as in 
the case of international. exhibi- 
tions. 

Their usefulness is certainly 
both from the point 
of view of the sales achieved and 


as propaganda for specialised 
products. 
Shows are specialised events 


taking place at regular intervals 
and having both a commercial 
and educational character. Their 
object is to create business and 
at the same time to make known 
the progress achieved in their 
specialised field since the last time 
the event was held. 


the 


As in the case of fairs, 
number of shows has increased 
considerably. 

Of outstanding importance and 
success are the Salon de |’Auto- 


mobile (Motor Show) and 
the Salon des Arts Ménagers 
(“Domestic Arts”—better trans- 
lated perhaps as “Ideal Home”). 

The organisers of specialist 
shows taking place in Paris have 
formed an association representa- 
tive of 17 events. Among these 
are the Salon Nautique (Nautical 
Show), the Salon des Techniques 
Papetiéres (Papermakers’ Show), 
the Salon de l’Equipement de 
l’'Alimentation (Catering Equip 
ment Show), the Semaine du Cuir 
(Leather Week), the Salon de 
l'Equipement de Bureau (Office 
Equipment Show), the Salon de 
l'Emballage (Packaging Show), 
the Salon du Matériel d’Embou- 
teillage (Bottling Equipment 
Show) and the Salon de la Radio 
(Radio Show). 


Guide to French 


trade controls 


RENCH foreign trade 
regulations — including 
lists of liberalised goods to be 
imported into the country— 
are published twice a week in 
the Moniteur Officiel du Com- 
merce et de I'Industrie, which 
can, therefore, be very useful 
to British exporters. 

The journal also publishes a 
list of French firms who are 
looking for a foreign agency. In 
the same way, British importers 
who wish to buy goods on the 
French market have the oppor- 
tunity to advise the readers. 

Because the journal is sold 
only on a subscription basis and 
reaches all the French firms 
engaged im export or import 
transactions, and the industrialists 
who need to import raw materials 
or export finished products, it is 
a very direct way for British 
firms to get into touch with the 
relevant French market. 
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Dans L’organisation Milhado, on parle le frangais. 
(In the Milbado Organisation they speak French.) 
On connait bien la France et on y représente les 
(They know France well and they represent the) 
plus importants quotidiens et hebdomadaires Francais. 

(most important French dailies and weeklies.) 

Quelle meilleure recommandation y a-t-il pour confier 
(PF bat better recommendation is there to entrust) 
vos commandes pour la France a |’Organisation Milhado ? 
(the Milhado Organisation with your orders for France?) 


PUBLIEZ VOS ANNONCES EN FRANCE 


(Publish your advertisements in France) 
PAR LA VOIE MILHADO 


(the Milhado Way) 
Albert Milhado & Co., Ltd., 


140, CROMWELL ROAD, LONDON S.W.7. Tel: FREmantie 8592/3 
LES EXPERTS DE LA PUBLICITE A L’ETRANGER 


(The Experts on Foreign Advertising) 


RR RRR 
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LE JOURNAL DE 


LA FRANCE AGRICOLE 


la Vie 


The apicubtural weakly with the largett oircutalion 


100.000 copPiEs OF WHICH 63.000 
ARE REGULAR SUBSCRIBERS 


AS [EFFECTIVE] IN ITS PUBLICITY AS IN ITS EDITORIAL 


‘ SOLE REPRESENTATIVES IN THE UNITED KINGDOM 


ALBERT MILHADO « CO. LTD. 


140, CROMWELL ROAD, LONDON S.W.7. tél.: FREmantle 8592/3 
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ROM June 26 to 29 
this year the Fédération 
Frangaise de la Publicité cele- 
brated its jubilee by a congress 
which was given the name of 
Congrés du Cinquantenaire. 

It was, in fact, in 1906 that the 
first Chambre Syndicale de la 
Publicité was formed, which in 
1934 became the Fédération 
Francaise de la Publicité. 

The object of this congress was 
not merely to celebrate with due 
solemnity the completion of a 
stage which, for our profession, 
represents no more than that of 
coming of age and of reaching 
the fullness of power. The pur- 
pose was that, after recalling in 
this way the achievements of the 
past, we should set down the 
main guiding principles which 
are to govern our future activi- 
ties. 

We will not dwell here upon 
this congress which was attended 
by some 1,500 advertising experts 
from France and was graced by 
the presence of renowned repre- 
sentatives from 14. different 
countries. 


COMPLEX MECHANISM 


Reports of the congress have 
been published in the world’s 
press and, most particularly, in 
the columns of ADVERTISER'S 
WEEKLY. However, what we 
would like to do on this occasion 
is to dismantle the complex 
mechanism of the professional 
organisation in France and ex- 
plain what each unit is and what 
it does and the part it has played 
in the development of French 
advertising since the end of the 


war. 

The Fédération Francaise de la 
Publicité is a twofold profes- 
sional organisation which groups 
together into two unions both 
the Employers’ Federations and 
the Associations of Advertising 
Practitioners : 


UNION OF ADVERTISING 
EMPLOYERS’ ASSOCIATIONS : 


National Association of 
Advertising Agents. 
National Association af 


Commercial Artists and Crea- 
tive Workers in Advertising. 
National Association of Pub- 


lishers’ Advertising Repre- 
sentatives. 
National Association of 


Advertising Consultants. 

National Association of Dis- 
tributors and Advertising 
Agents. 

National Association of Pub- 
lishers of Advertising Material. 

National Direct Mail Adver- 
tising Association. 

National Screen Advertising 
Association. 

National Radio and Televi- 
sion Advertising Association. 

National Association of 
Various Advertising Media. 

Union of Outdoor Advertis- 
ing Associations. 

FEDERATED UNION OF 
ADVERTISING PRACTITIONERS’ 

ASSOCIATIONS : 

National Association of 
Executive Grade Employees in 
Advertising. 

National Association of Ad- 
vertising Managers. 
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How the advertising 


business is organised 


National Association of 
Advertising Managers of tae 
Provincia] Press. 

National Association of 
Advertisement Managers of the 


Paris Daily and Periodical 
Press. 
National Association of Ad- 


vertising Representatives. 

The “qualified intermediaries” 
are grouped into three associa- 
tions which comprise the great 
majority of advertising agencies 
from those which offer a com- 
plete service and have great means 
at their disposal, right down to 
more personal concerns (which 
are no less competent for all that) 
which are better suited for jobs 
where the budget available is 
more modest. These associations 
are the following: 

National Association of Ad- 
vertising Agents. 

National Association of Ad- 
vertising Consultants. 

National Association of Dis- 
tributors and Advertising 

Agents. 


MEDIA ASSOCIATIONS 


We then get the following 
media associations : 

National Association of Pub- 
lishers’ Advertising Representa- 
tives. 

National Direct Mail Adver- 
tising Association. 

National Screen Advertising 
Association. 

National Radio and TV Ad- 
vertising Association. 

National Association of 
Various Advertising Media. 

Union of Outdoor Advertis- 
ing Associations. 

To conclude, there is a third 
group which may be defined as 
uniting those concerned in adver- 
tising art: 


National Association of Pub- 


lishers of Advertising Material. 
National Association of 
Commercial Artists and Crea- 
tive Workers in Advertising. 
These various associations are 
at a national level and their head 
offices are in Paris. But in order 
to make sure that advertising 
practitioners living in the pro- 
vinces are not cut off, the main 
commercial and industrial regions 
have established their own 
regional unions, the members of 
which belong to the national 
association which corresponds to 


OcToBeR 19, 1956 


By HENRI HENAULT, 
president, Fédération Frangaise de la Publicité 


their own particular professional 
speciality. Such unions now exist 
in Lille, Lyons, Marseilles, 
Bordeaux, Nice, Angers and at 
other places besides. 


At first blush this set-up may 
appear somewhat complicated. 
In point of fact, it is a very 
straightforward one and one 
which has proved its suitability 
for the advertising profession. 
Actually, the sum total of these 
associations united within the 
framework of the Fédération 
Francaise de la Publicité brings 
together all the branches of 
advertising activities, but limit- 
ing them to those professionally 
engaged in advertising, thus 
giving a very complete and 
homogenous whole. Further- 
more, the active co-existence 
within one and the same 
federation of associations 
representing employers and 
those representing employees 
creates a climate of co-opera- 
tion and a very good feeling of 
cordiality of which we may 
feel justly proud. 


A collective agreement on 
labour was also signed in April 
1955, which controls the relations 
between employers and salaried 
workers in French advertising. 
This agreement provides for the 
creation of a joint conciliation 
board (presided over by the 
president of the federation) which 
is capable of settling, within the 
framework of the profession 
itself, most of the disputes which 
are likely to arise between 
employers and employees. 


FAST DEVELOPING 


The French advertising pro- 
fession is at present developing 
apace, not merely as regards its 
total turnover—which has _in- 
creased from 34,000 million 
francs in 1950 to 85,000 million 
francs in 1955—but also in the 
techniques employed in __ all 
spheres, in the widening of its 
activities and in the ideals for 
which it strives. 


French advertising practitioners 
feel that it is their duty, when 
the need arises, to place their 
brains and technique freely at the 
service of great causes in the 
public interest. Thus, since 1954 
the Fédération Francaise de la 
Publicité has contributed actively 
every year, in conjunction with 


advertisers and media, to the 
National Cancer Campaign 
Week. 

At the present moment we are 
working on the creation of an 
organisation (which once again 
will be on a triple basis: press, 
advertisers and advertising 
agents), which will be able to 
take in hand such campaigns of 
a general interest as the need 
arises. 

The most obvious conclusion 
which could be gathered from 
the jubilee congress, which 
proved a distinct success, was 
one of faith in the future of our 
profession—a profession which is 
destined to play an ever-increas- 
ing role in the service of com- 
mercial and industrial develop- 
ment, in the interest of the 
community at large and in the 
cause of international co-opera- 
tion. 


PLEASANT EVENT 


This congress, while proving a 
very pleasant and charming 
occasion on account of the 
people it enabled one to meet— 
at least we hope that our British 
guests, whom we were so pleased 
to welcome, will share our view 
on this point—and by virtue of 
the various events, was neverthe- 
less at the same time a working 
congress. 

It reached certain positive con- 
clusions and made definite reso- 
lutions on two distinct but 
complementary levels: the tech- 
nical level and the level of the 
ethics of our profession. 


On the technical level, formal 
conclusions were reached regard- 
ing the improvement of profes- 
sional training, the creation of 
research organisations, the 
standardisation of relations with 
media in order to assure an 
improved knowledge of the latter, 
and arrangements for the pooling 
of experiences and the results of 
investigations. 


On the level of professional 
ethics, the development of 
supervisory bodies such as the 
Audit Bureau for Media Circula- 
tion and the Advertising Super- 
visory Bureau, collaboration 
between advertisers, media and 
advertising agents in a spirit of 
good comradeship—these were 
not merely idle aspirations, but 
took a real step forward, 
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Sell through the 
Powerful 


FRENCH PROVINCIAL PRESS 


Le Havre 


HAVRE LIBRE 
39,000 Daily 


Biggest and strongest of all Havre papers. 


Auxerre 


YONNE REPUBLICAINE 
39,731 Daily 


19,028 regular subscribers. 
(Official audited circulation—O.J.D.-8 February 1956) 


Clermont-Ferrand 


LA MONTAGNE 


Foremost regional daily—Independent 


139.877—l11 Editions 


Circulations “ Split” : 
Puy-de-Déme 
Allier 
Cantai 
Creuse a 
Haute-Loire 
Corréze : — sale 
(Official audited circulation--O.J.D.-—-23 June, 1956) 


Angouleme 


CHARENTE LIBRE 
33,000 Daily 


Covering : Angouleme, Cognac, Confolens, Ruffec, 
+ La Rochelle, Saintes, Rochefort, Marennes, Royan, 
St. Jean d’Angely, L’Ile d’Oleron 


Le Havre 


LE HAVRE-HAVRE ECLAIR 
21,600 Daily 


A regional Daily circulating among the industrial, 
commercial, agricultural and shipping classes. The 
Havre region has 941,700 population. 


Send for rates and specimen copies to : 


Publicite R. M. OCTO et CIE 
12 Rue BLANCHE, PARIS, 9e. —_Tel.: Pigalle 61.48 
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THE MOST EFFECTIVE 
ADVERTISING MEDIUM 


covering 


@ FRANCE, LUXEMBOURG AND 
FRENCH-SPEAKING BELGIUM 


RADIO-LUXEMBOURG | 


(LONG WAVE) 


@ GREAT BRITAIN AND 
FLEMISH-SPEAKING BELGIUM 


RADIO-LUXEMBOURG II 


(MEDIUM WAVE) 


@ NORTH AFRICA 


RADIO-TANGIERS 


(INTERNATIONAL) 


CD 


FOR FULL DETAILS 


INFORMATIONS ET PUBLICITE | 


Sole Agents 
3, PLACE DE VALOIS, PARIS, 1 x GUT 41-16 & CEN 42-81 
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ADIO in France and 

Belgium has been a state 
monopoly since 1945 and ad- 
vertising is not permitted. It 
has therefore had to move to 
foreign soil—but is within the 
immediate proximity of the 
French border. 

Founded in 1931, Radio 
Luxembourg was completely re- 
equipped in. 1955 and possesses 
two transmitters each of 250 KW 
on the lomg wave (1,293 m). 
Their transmissions are received 
throughout the whole of France, 
Belgium and Switzerland, and the 
estimate is that there are 10 
million listeners in France and 
three million in Belgium. 

Besides the long wave, Radio- 
Luxembourg has a medium wave 
(150 KW, 208 m) and broadcasts 
every evening in English to Great 
Britain as well as in Flemish to 
the Flemish part of Belgium and 
the Netherlands. 

Established in 1955, Europe 
No. 1 is located in the Saar and 
transmits similar to Radio 
Luxembourg to France and 
Belgium (400 KW long wave, 
1,647 m). 

Radio Monte Carlo (120 KW 
on 208 m) is perfectly audible 
throughout the Mediterranean 
area and in numerous parts of 
France. 

Good reception is enjoyed also 
by Radio Andorre (60 KW on 
300, 60 m) particularly in the 
south west of France. 

In order to make certain that 
the whole of France is covered, 
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Ads over the air now 


reach millions 


French advertisers often hook 
up a number of stations. In 
that way the same programmes 
are generally broadcast simul- 
taneously over Radio Luxem- 
bourg, Radio Monte Carlo and 
Radio Andorre. The cost for 
the transmission over the three 
stations is therefore cut be- 
cause, in the case of the second 
and third stations, only the 
royalties to the producers, 
authors and performers are 
paid. 

Besides the foregoing stations, 
mention should be made of the 
advertising transmitters of North 
Africa (Radio Tanger Inter- 
national, Radio Africa Maghreb) 
and Black Africa (Radio Dakar. 
Radio Douala, Radio Abidjan, 
Radio Lome). 

The former transmit in French 
and Arabic and the recent inde- 
pendence of Morocco has given a 


Paris (9e) 


Your problems of 


MARKET RESEARCH 
ON THE CONTINENT 


will be solved by contacting 


DORSET & Co. 


Managing Director : 


WILLIAM BISHOP 


7, Rue Mogador, 


Dorset & Co. have a branch office in Belgium and 
correspondents in Holland, Germany, Italy, 
Switzerland, Scandinavia, Spain. 


Telephone : 
Trinité 51-65 


By P. G. DUPRAT, 


directeur général de Informations et Publicité 


particular importance to the 
stations of Tangier. Above all, 
Radio Tanger International, is at 
the moment considered to be the 
official organ of the Sultan which 
gives a special importance to its 
news. On the other hand, the 
opening of the Moroccan market 
not only to French, but also to 
British and American products, 
should give new opportunities to 
this excellent advertising medium. 

Two forms of advertising are 
actually used: 


@ The commercial spot 
@ The sponsored programme 


Ihe spot consists of an adver- 
tising text of 30 seconds inserted 
between two programmes 0! 
records. The sponsored pro- 
gramme is an entertainment pro- 
gramme offered by the advertiser 
to the listener and where the 
advertisement (in proportion to 
the duration of the transmission) 
takes place during the course of 
the programme. 

The sponsored programme has 
for 10 years been a great success 
with the listeners and advertisers 
over Radio Luxembourg. That 
form, in fact, ensures the maxi- 
mum effect because the listener 
associates the name of the adver- 
tiser or product with the title of 
the transmission. Also because 
it draws the attention of the 
listener to the advertiser who pro- 
vides him with a good pro- 
gramme. 

Radio Luxembourg and Radio 
Monte Carlo remain faithful to 
the sponsored programme—at 
least during their evening trans- 
missions. The spot system is 
used between records during the 
morning and afternoon. 

This month Europe No. 1 
began to transmit spots every 10 
minutes during the evening. 


SPREAD OF VISION 


At the present time, when radio 
—and particularly commercial 
radio—has a large following in 
France (10 million sets which 
average out at one for every four 
inhabitants), television is spread- 
ing. To date, there are 350,000 
receivers—one for every 120 
people. 

But of the 47 transmitting sta- 
tions planned only 12 are actually 
in service. 

Commercial television, like 
commercial radio, is forbidden 
and has also had to move abroad. 


But while radio can be listened 
to all over France, television is 
limited to a radius of 60 miles. 
Despite this difficulty, however, 
two commercial stations have 
been established during the last 
two years: Tele Monte Carlo 
(which covers the Cote d'Azur) 
and Tele Luxembourg (which 
transmits to the Belgium and 
French Ardennes and the Lor- 
raine basin). The latter reaches a 
prosperous and densely populated 
region of approximately five 
million. 


[he commercial television pro- 
grammes are more regional in 
character than the radio. Thus, 
of the 30 hours of weekly trans- 
mission from Tele Luxembourg, 
10 are transmitted directly from 
the station and seven recorded 
beforehand in the Paris studios 
of “Paris Television.” The for- 
mula of the transmissions is the 
same as the radio: entertainment 
programmes based on variety and 
song, news reports, interviews, 
features, etc. Generally, the 
items are brief (15 to 30 minutes). 


GROWING SUCCESS 


As with radio, commercial tele- 
vision consists of spots and spon- 
sored programmes and advertis- 
ing in all its varied forms (short 
films, spots, demonstrations, talks) 
is meeting with a growing suc- 
cess. 


And not only with national 
advertisers but also with those 
local concerns who are notably 
increasing in number. It is 
worth stressing at this point 
that the existing rates allow 
commercial television to come 
within the means of a modest 
budget (15,000 frs. for a com- 
mercial spot of 20 seconds and 
40,000 frs. for a demonstration 
of 14 minutes). 


It has been calculated that 
there are about 10,000 television 
receivers in the Tele Luxembourg 
region and more than 50,000 
viewers (a system of “Tele clubs” 
for mass audiences is in being 
‘and they are numerous). Further- 
more, many transmitters of the 
Radio Television Francaise 
operate in the same _ regions. 
Thus the people of the Lorraine 
basin, Ardennes and the Cote 
d’Azur can enjoy a choice of two 
programmes. And that is an 
important factor in the further 
development of television for 
France. 
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THERE IS AN OFFICE OF THE C.P.V. 
WORLD ORGANISATION IN PARIS 


C.P.V. Paris offers complete marketing and advertising service by 
French experts in the local idiom, backed by the talent and experience 
of an international organisation handling advertising in 82 different 


countries. 


Cie FAR 
54, rue de Varenne, Paris 7e. 


or enquiries may be addressed to 34 Grosvenor Street, London, W.1 


THE C.P.V. WORLD ORGANISATION 


London . Paris Milan Brussels 
New York ~* Caracas ~°* Bogota ° Montreal 


A big district's largest paper 


LA VOIX DU NORD 


seELLS MORE 7HAN ALL THE OTHER DAILY 
PAPERS TOGETHER IN NORTHERN FRANCE 


LILLE - 8, Place du Général de Gaulle, Tel. 57.01.51 — PARIS - 77, Champs Elysées, Tel. ELY. 79.73 


Sole representatives for the United Kingdom: Albert Milhado & Co. Ltd., 140, Cromwell Road, London 
S.W.7. (Tel. : FREmantle 8592/3, 5 lines). 
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ADVERTISER'S ANNOUNCEMENT 


In France, as in Britain and the United States 


Vogue and House & Garden 


Occupy a Unique Publishing Position 


Vogue and House & Garden are the only magazines published in three 


separate, native editions in the three publishing capitals of the world— _ 


New York, London and Paris. Each edition of each magazine has a 
highly trained editorial staff with an intimate knowledge of its particular 
market and public: but each can draw on the other for any material it 
needs. Together, therefore, they form a publishing unit_of unparalleled 


strength and authority. 
International Acceptance: Because 


the name Vogue is synonymous 
with fashion, and Paris is the 
centre of fashion, French Vogue 
enjoys an influence that is not 
confined to France alone, but 
spreads throughout all the coun- 
tries in Europe and overseas where 
readers and business people alike 
turn to Paris for information and 


leadership. 


Trade Confidence: French Vogue 
enjoys the same confidence of the 
trade as do the British and 
American editions. In 1955 French 
Vogue carried 34% of all the ad- 
vertising appearing in the quality 
fashion magazines published in 
France. Altogether in that year 
723 pages of advertising appeared 
in the French edition. 

Regularity of Publication: Among 
fashion magazines in France, 
French Vogue is the only one that 
is published monthly. It therefore 
is the only French fashion maga- 
zine habitually bought and regu- 
larly read by fashion-conscious 
women throughout the country. 
Its Paris Collections issues sell 
40,000 copies, its regular issues 
25,000 copies. But with the re- 
markable new development of the 
French Ready-to-wear Trade, 
Vogue’s readership is growing 
rapidly in good provincial centres, 
as well as in Paris and the smart 
resorts. 

Market Assurance: To British 
manufacturers and merchants 
interested in developing sales in 
the main European markets for 
quality British goods, French 
Vogue offers an invaluable medium 
at attractive advertising rates, 
which will not only help sell the 
goods in question, but will enhance 
their prestige and acceptance 
among an influential Continental 
public. 

The Counterpart to House & 
Garden: Maison & Jardin is the 
French edition of House & Garden, 
planned, edited and published in 
France. Its success has been sen- 
sational. Although only five years 
old, it has a sale of nearly 40,000 
copies for each of its eight issues a 
year. 


No Rival: Like House & Garden, 
Maison & Jardin has no rival in 
its price-field of 350 francs per 
issue. This explains its rapid 
acceptance by a progressive public 
interested in decoration, home 
furnishing and building. 


Recognized Influence: French ad- 
vertisers were quick to appreciate 
the quality of readership of Maison 
& Jardin. Professional men, 
business men and landed proprie- 
tors make up a large part of those 
who buy and seriously study the 
magazine. As a result no fewer 
than 432 pages of advertising ap- 
peared in the eight issues of 1955 
—an average of 54 pages per issue. 


Special Shopping Sections: One of — 


the most sought-after spaces in | 


Maison & Jardin is the special 
shopping section for advertisers. 
Its popularity with the public and 
its success for advertisers was in- 
stantaneous. Its Properties sec- 
tion has enjoyed equally good 
results. 


Even Distribution: The fact that 
the area readership of Maison & 
Jardin in France is so well balanced 
makes it a sound investment for 
advertisers wanting to reach the 
monied classes throughout the 
country. 45% is in the Paris area, 
55% in the French provinces, par- 
ticularly amongst the landed 
proprietors. In addition it has an 
important sale in Belgium and 
Switzerland. 


Reader Research: Recently Maison 
& Jardin has carried out a research 
to determine the tastes, plans and 
household problems of its readers. 
The analysis of this is available to 
any advertiser on request. 


Logical Medium: For British 
manufacturers of building com- 
ponents, household goods and 
equipment looking for new mar- 
kets in France, Maison & Jardin is 
the logical advertising medium. 
Like House & Garden in Britain, 
it has no waste circulation, is read 
only by those with money to buy 
and with keen interest in their 
home. It is a sound investment 
with an assured success. 


EDITIONS CONDE NAST 4 PLACE DU PALAIS-BOURBON PARIS Zeme. 
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Ocroser 19, 1956 


the market— 


it pays every time 


URING the last decade 
there has been quite a 
number of changes in living 
conditions in France and 
consequently new buying 
habits have developed. They 
affect not only the type of 
products but also the type of 
outlets where products or 
services are bought. 
For instance, it is obvious that 
more money than ever before is 
spent on cars and upon electrical 
appliances for the home such 
as refrigerators and washing 
machines. A well-known manu- 
facturer of refrigerators has seen 
his annual sales figure go up from 
1,759 units in 1948 to 70,280 in 
1955. 
On the other hand, department 
stores are getting a bigger part of 


| the sales of many products while 


the small shopkeeper (because 
there are too many of them) wins 
but a small profit. In many 
instances, big stores sell cheaper 
and make more profit per unit 
than the small shopkeeper who 
it difficult to make both 
ends meet. 


MARKET COMPETITION 


Besides these two main changes, 
one easily discovers that in most 
lines there is a heavy competition 
between products. France, in 
fact, is a very lively market 
where new products are intro- 
duced every day. Moreover, there 
is a lot of difference between the 
buying and consumption habits of 
a mining family in Lens, a family 
of farm people in the Dordogne 
area, and a fisherman’s family in 
the Marseilles area. 

It therefore seems as though 
any manufacturer wishing to put 
a product on the French market 
would find it necessary to use 
extensively the various methods 
of research and base the selling 
and advertising campaigns upon 
the results. 


Unfortunately, it is not exactly 
like that. 

If some manufacturers use re- 
search regularly (working either 
through independent specialised 
organisations or research depart- 
ments of advertising agencies, or 
through their own specialised 
departments) many are still re- 
luctant. They believe they know 
their market better than anybody 
else, or that they are sufficiently 
well informed by their salesmen. 


We think that this attitude is 
entirely wrong and, as an adver- 
tising agency, we always advise 
that a certain percentage of our 
client’s appropriation be de- 


says PIERRE JEGU, 
of Agence Jégu 


voted to research. But some- 
times it takes years before we 
succeed in our persuasive 
efforts—although there has 
never been a single occasion 
when, in a survey, we did not 
learn valuable facts, or detect 
definite trends. 


One of the main reasons for 
this resistance to research in 
France is the fact that most sur- 
veys are kept confidential and few 
people know about the methods 
and the results—and how to use 
them. 


There ought to be a lot of 
publicity on this subject with 
case histories showing how 
market research has, in more than 
one way, helped many successful 
manufacturers. We believe that 
the scope of market research in 
France is great and that we can 
turn to several well-equipped 
organisations which have the 
requisite facilities for any type of 
research. 


Marketing a product in France 
is no more difficult than market- 
ing one in any other country 
provided one has obtained the 
basic information concerning 
public acceptance, market con- 
ditions ‘and distribution But. 
lacking that information, costly 
mistakes can be made. 


We know an internationally 
famous hair tonic which was 
introduced, fortunately on a 
limited scale, without any pro- 
duct research, purely because 
it was assumed to be selling 
beautifully in the United 
States. 


After a short advertising cam- 
paign, sales were found to be far 
from good and a survey showed 
that the product did not suit the 
French taste: it was too greasy 
and the perfume was not fav- 
oured. And because the manu- 
facturer did not want to adapt 
the formula, everything had to 
be stopped. A lot of expense 
could have been saved if the 
survey had been made before 
embarking on the selling and ad- 
vertising campaign. 
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The importance of the 


regional newspapers 


By RENE DUBOIS, 


general secretary, Fédération de la Presse 


ARISIANS apart, the 

French as a whole read 
only one daily paper and 
although the Paris dailies can 
claim to have a nation-wide 
circulation, their influence 
lessens the farther they go 
from Paris. From 42 miles 
out, 70 per cent are replaced 
in significance by local papers 
and the percentage mounts to 
85 per cent beyond a distance 
of 84 miles. The position. 
therefore, is very different 
from that found in Britain 
where the average household 
buys a national paper in the 
morning and another one in 
the evening. 


From the 10 million net paid 
circulation of the French daily 
press, the French provincial press 
with its 6,200,000 copies thus 
occupies a leading place com- 
pared with the 3,800,000 of the 
Paris press. 


The provincial papers have not 
always enjoyed this supremacy. 
The evolution was slow and pro- 
gressive. Some 20 years ago the 
Paris press was still predominant 
in provinces up to 300 miles from 
the capital, but the regional press 
was gaining ground because of 
certain natural advantages over 
their Parisian contemporaries. 
Distribution times and local news 
helped them gain popularity with 
a large public who preferred to 
read only news about their own 
community rather than late 
reports about the happenings in 
the capital. 


DIFFERENCE EXPLAINED 


Compared with English news- 
papers, the price of French is 
relatively high, costing nearly 
34d. Most probably the cost 
difference is to be explained 
by the variation in the circula- 
tion size. Taking into account 
the population disparity of the 
two countries, the number of 
papers sold in France is half 
that of Great Britain. And it is 
remarkable that in 1946, when 
the price was raised from two to 
four francs at the same time as 
the number of pages rose from 
two to four, the newspapers lost 
25 per cent of their readers. 


It is more important, possibly, 
to point out that each price in- 
crease has been followed by a 
concentration upon the most im- 
portant papers. As a rule, all the 
papers have suffered a loss of 
readers at first. However, the big 
papers have won back in the end 
not only their own lost readers, 
but also those of their small 
competitors. 


The editorial content of vur 
provincial press has been much 
maligned abroad. The French 
(except those of the capital) were 
accused of only being interested 
in news concerning their towns 
and villages to the detriment ot 
international affairs. It is true 
that such information is less com- 
plete than that published by, say, 
the Manchester Guardian or the 
Journal de Genéve—but are 
those newspapers not, in fact, 
catering for an _ internationally 
minded public? 

Our “provincials” have a more 
limited geographical readership, 
but they reach all! levels of 
society—including the rural 
classes. 


DOMINANT PLACE 


In the advertising field the pro- 
vincial press has gained by the 
growth of lineage in which the 
whole press has shared over a 
number of years. The absence of 
radio and television advertising, 
the control of posters and its pre- 
dominant place among the daily 
papers have made it play a great 
part in the national advertising 
budget. 


It is to be regretted that con- 
trary to the example of the United 
States and a number of European 
countries, the greatest part of its 
income comes from national 
advertising and classified adver- 
tisements. In this respect, a con- 
siderable effort must be made on 
the local and regional advertising 
level. 


The appointment of first-class 
visualisers, designers and pro- 
duction men still remains to be 
carried out in both the head 
and branch offices of the news- 
papers. Such men would vastly 
enrich the resources of the 
press. It is a lack of methodical 
exploitation that is responsible 
for the ignorance of so many 
retailers about sales possibili- 
ties. An advertising campaign 
in their local newspapers could 
work wonders here. 


It has often been claimed that 
the advertisement rates in our 
papers are among the most ex- 
pensive in the world. We feel 
that this opinion, which is far too 
widely accepted, originates from 
a spectacular increase in the price 
of the cheaper spaces, such as 
classified advertisements. But if 
it is true that this class of adver- 
tising costs between 35 and 40 
times more than before the war, 
while the average cost of living 
in France is Only some 27 times 
higher, it must be pointed out 
that those spaces which are 
thought of as expensive have only 
gone up some 20 times in price. 
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is - in France - the most 


important professional and 
technical magazine concerning 


agricultural engineering 
* 


AMO 


Read by all agricultural dealers 


All the largest firms in agricul- 
tural machinery throughout 
the world, advertise in its pages 


* 


FREE COPIES WILL BE 
MAILED FOR THREE 
MONTHS ON REQUEST 
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British Exporters... 


if you desire to sell in France 


British Importers... 


if you desire to buy in France 


Read : 


MONITEUR 
OFFICIEL 


DU COMMERCE 
ET DE LINDUSTRIE 


issued twice a week 
Subs. : £7-14-2 p. annum 
22 Av. Fr. D. Roosevelt, PARIS (France) 


London Agent 
Mr. P. REVEILLON, 
Evelyn House, 
62 Oxford Street, W.!. 


The French market is similar in size to the British, but 
there the similarity ends. Good advice is therefore an 
essential link in the sales promotion chain — and so is daily 
contact with the new market. Through our offices in 
London and Paris we can provide these links — placing 

at your disposal actual experience of marketing 

and advertising British products on the Continent. 

A discussion on your problem would entail 

no obligation, of course. 


PAUL BARATTE 
& Associates Ltd. 


- LONDON - 
73 NEW BOND STREET 
LONDON wW.1 


- PARIS - 
CENTRE VENDOME 
18 RUE VOLNEY 
PARIS 2e 
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The vigorous medium of 


| areas. 


the periodical press 


By MARCEL MARC, 


publications director, La Vie des Métiers 


NY brief survey of the 

periodical press in France 
must necessarily be somewhat 
sketchy. The chances of 
leaving something out are 
only too great owing to the 
diverse nature of this branch 
of French journalism. Never- 
theless, we shall confine our- 
selves here to a very specific 
angle: the use of periodicals 
as advertising media. 


That being the case, the distinc- 
tion between weeklies, monthlies 
and fortnightly journals takes 
second place. The value of each 
is to be assessed far more from 
the nature of its readership, and 
the two vital factors here are: 


@ Geographic distribution of 
readers 


@ Economic and social status 
of readers 

The geographic distribution of 
each paper can easily be dis- 
covered if the relevant publisher 
releases details of his sales by 
But in view of the large 
number and considerable impor- 
tance of national distribution 
media, there will never be any 
such precisely defined circulation 
areas as exist in the case of daily 
papers. 


DEFINING READERSHIP 


This raises an important point; 
if the various readership groups 
are not to be classified by 
regional zones of influence, they 
are to be distinguished by their 
economic and social characteris- 
tics. But the determination of 
those characteristics is an even 
less practical proposition than the 
geographic zoning of readers. A 
further point is that it is quite im- 
possible to sort out the duplica- 
tion of readership as between 
various magazines. 


At the moment, advertisers, 
agents, and publishers are trying 
to overcome such difficulties by 
a sampling survey, scheduled to 
take place next yeaf. This has 
been inspired, among other things, 
by similar readership surveys car- 
ried out in the United Kingdom. 
The prize at stake makes this 
investigation worthwhile because 
the French periodical press is a 
first-class advertising medium— 
and for the following reasons: 


@ Twenty-eight million copies 
are sold in France. Some 20 
sell more than 500,000 copies, 
and four exceed a million 

@ One copy very often passes 
through several hands. 

@ Sometimes the “life” of the 
periodical is prolonged to an 
extraordinary extent when 


issues collected and 


bound. 


@ Specialisation provides not 
only a precise selection of 
readers, but the editorial has 
a direct bearing on the ad- 
vertised products. 


Quite apart from the journals 
distributed nationally there is an 
important category which in- 
volves the provinces. This sec- 
tion comprises some one thous- 
and titles—weeklies and month- 
lies—with greatly varying circu- 
lations (some achieve 200,000). 
They carry small advertisements 
and local publicity for shops and 
despite their low circulation they 
have a considerable importance 
because they are alone in pub- 
lishing local and regional news. 


Already a certain number of 
the larger advertisers have be- 
come interested in this class of 
publication, although there are 
the difficulties imposed by its 
diffusion, and the multiplicity 
of type areas, column widths 
and advertisement rates. The 
Association of Provincial 
Periodicals has produced a 
catalogue of the various titles, 
circulations, rates, etc., for the 
use Of advertisers and agencies. 


Analysis of sales by areas is 
easily obtainable from publishers, 
but the economic and _ social 
analysis of readers can only be 
ascertained in a rather general 
and approximate manner. Only 
a readership survey can produce 
precise figures and descriptions 
and only random sampling can 
determine the margin of error. 


But sampling is only possible 
through the use of a list or index 
of readers and they only exist in 
the case of magazines sold by 
subscription. As regards publica- 
tions having mainly bookstall 
sales, random sampling is hardly 
practicable. What is needed is a 
random sampling survey based 
upon electoral registers and such 
a general investigation — far 
beyond the scope of any single 
publisher—is exactly what adver- 
tisers, agencies and the French 
press have now put in hand. 
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4 THE LEADING > 


French morning newspaper 


with sales of ous 700.000 daily 


CONCENTRATED CIRCULATION | IN ire THE HEART OF FRANCE 
bf 


32 227 OF ITS SALES 


PARIS AND SURROUNDINGS 


GUARANTEED AS AGOOD AND EFFICIENT 
ADVERTISING MEDIUM 


SOLE REPRESENTATIVES IN THE UNITED KINGDOM 


ALBERT MILHADO « CO. LID. 


140, CROMWELL ROAD, LONDON S.W.7. tél. : FREmantle 8592/3 
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monthlies 


REALITES 
CONNAISSANCE DES ARTS 
FEMINA-ILLUSTRATION 
VOTRE ENFANT 

LE CHASSEUR, LE PECHEUR 
ENTREPRISE (FORTNIGHTLY) 


national dailies 


EVENING : 


FRANCE-SOIR 
PARIS-PRESSE-L'INTRANSIGEANT 


MORNING : 


L'AURORE 


provincial dailies 


LE PROGRES 

LE PROVENCAL, LE SOIR 
NORD-MATIN 

LA BOURGOGNE REPUBLICAINE 
REPUBLIQUE de Toulon et du Var 
TOULON-SOIR, AVIGNON-SOIR 


; diplopia tie taani que, 
Ding pombe 


ef a 


te ve 


weeklies 


SENERAL INFORMATION 


LE JOURNAL DU DIMANCHE 
JOURS DE FRANCE 
FRANCE-DIMANCHE | SAMEDI-SOIR 


WOMEN'S MAGAZINES 


ELLE 
ELLE-BELGE, ELLE-SUISSE 
NOUS DEUX 

FESTIVAL, MADRIGAL 
SECRETS DE FEMMES 


AGRICULTURE : 


LA VIE RURALE 
LE JOURNAL DES FOIRES ET MARCHES 


PROVINCIAL : 


LE MESSAGER DE LA HAUTE-SAVOIE 
CENTRE-ECLAIR, MON VILLAGE 


JUVENILE : 
BENJAMIN 
HURRAH 
L'INTREPIDE 


Printed by St. Clements Press Limited, Portugal Street, Kingsway, London, W.C.2, for the Proprietors. Business Publications Limited, 
registered offices: 180 Fleet Street, London, E.C.4, England (Waterlo» 3388) 


Advertisement, Editorial and Sales office: Mercury House, 109-119 Waterloo Road, London, S.E.1 (Waterloo 3388) 
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